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to select f 
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SQPUILC. UNE. 0100 - mass 


Vea i-e dol ae liictaelitia-melale Malelill-mels 
nearest wholesaler. 


All prices Keystone before Federal Tax 











and she 


shou d wear 
lDfamonds 
wherever she goes 


Diamonps of unmatched pride and beauty that will 
distinguish the wearer now and forever are available 
at all times from William Levine Company. 


. er ct. Ee ae ear- : S- : At your request, a selection from the world’s most 
yi" available on memo. 





beautiful diamonds, assembled by one of America’s 
leading importers and cutters of fancy diamonds, 


will be sent to you on memo. 


ee “ 


William Sohne Company 
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This is Arnold A. Schiffman, president of 

the Retail Jewelers of America, as sketched 
by Jay Hannah, JC-K's art director. The 

story of RJA, from dream to reality, begins 
on page 74: it also introduces you to RJA's 
top officers and pictures each one's 

jewelry store. ... You'll be interested in what 
the jewelry and department stores of Akron 

are doing to restore honor and credibility 

to local advertising. Don't miss “No More 


‘'$59.50' Watches for $29.95,"" on page !00 
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How to turn a fountain pen into a diamond ring 


When female relatives descend upon your store for the duce diamond sales 365 days a year. You can prove it, 
traditional confirmation and graduation gift, youcan use _—too. Just write for an appointment with our merchan- 
the opportunity of their visit to make a much more im-__ dising representative. He'll demonstrate word-by-word 
portant sale. We can show you how with Formula D-I, and step-by-step how Formula D-I works—and works 
the unique merchandising plan that can convert inci for you! 

dental purchases into immediate or future diamond ring 

sales. Jewelers throughout the country have proved For- C O LU M B | A 


mula D-I is the one method they can depend on to pro- TRU-FIT DIAMOND RINGS 


A DIVISION OF AXEL BROS. INC., 134-20 JAMAICA AVE., JAMAICA 18, N.Y. 
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7p BY RICHELIEU 


NOW!“ A NEW LINE OF 
SIMULATED PEARLS 
CREATED EXCLUSIVELY 

FOR OUTSTANDING JEWELERS 


Cézanne, an exciting new simulated pearl line of — elegance. Cézanne was created by Richelieu, the 
exceptional beauty, was designed expressly forthe world’s foremost designer and manufacturer of 
jewelers of America. Cezanne offers a complete simulated pearls. And, of importance to you... 
selection...distinctive styling...fine quality plus | Cezanneispriced togive youavery attractive mark- 
gales-stimulating packaging of truly beautiful up. Ask to see this sales and profit maker today. 


Sold exclusively through leading wholesale jewelers for jewelry store sales only 





CEZANNE BY RICHELIEU REPRESENTATIVES TO WHOLESALERS: 


MAIN OFFICE: NEW YORK CHICAGO WEST COAST 


IRVING J. DANIEL ASSOCIATES MORREY H. FELDMAN DON GREEN 
389 FIFTH AVENUE 29 E. MADISON STREET 607 SOUTH HILL ST. 
NEW YORK 16, N. Y. CHICAGO 2, ILL. LOS ANGELES, CALIF. 
LEXINGTON 2-8648 ANDOVER 3-5954 PHONE NO. VANDIKE 4091 
(HY BURTON AND ED DANIEL) 
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JEWELERS EVERYWHERE AGREE... there's no ring lock like... 





with the wonderful 


“Flip- Grip” 
Action! 


* Flips like a book page! 
















| The key in the 
Ne Ay wedding band 
- Peer: fits into a slot 


‘SS 
ty ea eS) ~\ in the engage- 












& See | ment ring. Just * Di m | | / 
(* am ’ LY) a twist and it's isaqppears co Pp ete y 
\ ( : ae Y flocked. Twist 

] ‘ ‘ and it unlocks. 






* Entirely die-struck! 
* Built for endurance! 


















* Defies damage! 




















There’s no more convincing proof of the superiority of a product >. 4 No twisting! 
than the endorsement of those who sell it. And the reports from : 
jewelers everywhere indicate that here, without a shadow of a * No prying! 


doubt, is the ring lock that truly solves all ring lock problems. 

K & B superiority of manufacture and strict adherence to higher 
standards of quality inevitably results in increased diamond 
sales for those who depend on K & B products. 


4 One of the largest and most 
FREE Mat Service comprehensive collections of No. 146/2262/8 en- 
diamond ads ever assembled. gagement ring with 
wedding ring No. 


45/2263/8 


Circulars and Catalogue 
Sheets available! 







No. 146/2262/3 en- 
gagement ring with 
wedding ring No. 












45/2263/3 
Over 1000 
No. 148/2264/4 en- : 
gagement ring with attractive Lock-Set 
wedding ring No. 
45/2265/4 styles to choose from! 
No. 185/4911/1 en- 
gagement ring with 
eddin No. ‘ 
CC Creators, Designers and 
No. 192/2242/11 en- ee : ; : 
gagement ring with . Manufacturers of “Perfect Ring Findings” 





wedding ring No. 


No. 146/2262/7 en- 49/2243/11 

gagement ring with | 
wedding ring No. 

45/2263/7 : 


: he Ce 136 W.52nd ST., NEW YORK 19, N.Y. 
Proudly offered by America's < = OFFICES IN CHICAGO AND LOS ANGELES sew oo 


leading wholesale Jewelers! STONE RING DIVISION: FALCON STONE RING MANUFACTURING CO. 























As appearing in full color in HARPER’S BAZAAR, September 


she can’t see a thing but CAVALIER COLLARS by BIKAR] 


Romantic is the word for it! 
... says Trifari 
AND A FASHION IS BORN! 
We introduce 
MONTE CRISTO 
from the 
fabulous collection of 
Cavalier Collars... 
Necklace, 7.50 
matched with: 
Bracelet, 7.50; 
Earrings, 5.00; 
Pin, 5.00. 
Prices plus tox 


Not authentic unless 
: stamped Trifari. 
_ Jewelry designs 
; copyrighted. 
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azured ring blanks 
Covering a complete range 
of styles, Baker ring blanks 
this line are plain ring blanks 
and channeled rings for any size 
diamonds, and fishtail rings. 
The entire line is available 
and 10% Iridium Platinum. 
With Baker rings you can 
always be sure of the 
quality of the metal 


are recognized as the “standard 
in Gold, Jewelry Palladium 


of the industry”. Included in 
of all shapes and widths, azured 
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113 Astor Street, Newark 2, New Jersey 
New York « San Francisco « Los Angeles + Chicago 
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We believe the jewelry wholesaler is essential to 
the successful operation of the jewelry retailer. 
That’s why we believe wholesaler-retailer mutual assistance 

is essential to the successful operation of J-B. 
For it’s the wholesaler who supplies the balanced assortment, 

the accessible inventory, the overall service and 
assistance that helps the retail jeweler in business. 

That’s 


why J-B continues to sell through 


You’re never “out of bounds” 
to your wholesaler! Most man- 
ufacturers find it uneconomical for 
their salesmen to call frequently— 
particularly on jewelers outside major 
trading areas—to provide the close 
service relationship that exists be- 
tween you and your wholesaler. 


How much capital can you 
afford to tie up in inventory? 
The number of different items sold 
through jewelry stores increases each 
year. Today, “maximum variety, min- 
imum inventory” is your formula for 
success — to enable you to compete with 
other outlets without tying up tre- 
mendous capital. Because your nearby 
wholesaler keeps the variety and quan- 
tities of merchandise at hand, you can 
keep your finances in hand. 


’ 


He’s interested in supplying variety 
to maintain your position in your com- 
munity —not in overloading you on any 
individual manufacturer’s items! You 
can replenish your inventory at short 
notice to prevent lost sales, to increase 
your turnover and profits. 


Are you big enough to influ- 
ence manufacturers? One 
wholesaler exerts more influence on a 
manufacturer than can 100 retailers! 
He fights your battles. He handles 
service matters. He works out special 
promotions. At your beck and call, he’s 
enterprising in merchandising to stim- 
ulate business for your store rather 
than for a specific manufacturer. 


Did you ever watch a whole- 
saler buy? He’s tough! He knows 
his business...and his business is your 
business! If you can’t sell it, he won’t 
buy it! You couldn’t hire a better 
buyer. Impartially, he can advise you 
on what’s hot and what’s not in your 
area, based on his own local sales 
records! And he conserves your buying 
time, correspondence and bookkeeping. 


The wholesaler frees you to devote 
your energies to creating sales, just 
as he frees us to devote our energies 
to creating the most saleable watch 
bands in the world—J-B, Jewelers’ 
Best! The Jewelers’ Best Resource is 
the Wholesaler. 


JACOBY-BENDER, INC., WOODSIDE 77, N.Y. 


MANUFACTURERS OF JRmisAaG ae een VATCHBANDS 
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R WONDER 


R as. The yitimate in 
exclusive easy-fill swivel pase: 7 
WATERMAN PEN SETS. Fountain pen with Matching 
sapphire Convertible jeweled-point Ball Pen. 
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EVERYBODY 
DREAMED yo 
ABOUT IT... {4 


BUT 
ONLY 


KREISLER 
MADE IT! 




















© 
THE KREISLER PREMIERE WITH EXCLUSIVE ''WINGSWEPT ENDS" FOR ROUND WATCHES 


the first completely 
stitchless, padded leather watchstrap! 


This is the strap you’ve been waiting for! The strap that was bound to come... from 
Kreisler! A new, more lavish look in rich DeLuxe Calf, Holland Suede and King 
Alligator leather. A look that brings new luxury to watchstrap styling . .. new business 
for every jeweler on the lookout for that one-step-ahead idea! Now Kreisler leads the way 
to a new direction in leather with the stitchless, padded Premiere. The strap with 
‘“‘wingswept ends” for round watches, straight ends for square watches; available in long 


and short to retail from $2.50. Make 


sure you see the Premiere as soon as *K 
possible. It’s your best bet for a great TCEC4GS CT’ 
new watch season. 

Premiere Display #90262 — 


Multi-colored in three dimensions. Jacques Kreisler Manufacturing Corporation 
Available at no charge with z 
Assortment #143, 144 or 145. 9015 Bergenline Avenue, North Bergen, New Jersey 





All Medals 
Hand Engrave 
All Gift Boxed 


iv» ROSARIES & MEDALS ty 


SOLD THROUGH /WHOLESALERS ONLY 


5504-18 $3.50 
Miraculous 
medal, blue 
enameled and 
pierced on 18° 
chain. 


re 


4668-24 $3.75 
Large Miracu- 
lous medal on 24” 
chain. 


5666-24 $4.95 
4-way Slide on 
24° chain 


5020-24 $3.50 
Large 4-way on 
24 chain 


5606-15 $2.40 
Youth’s 4-way on 
15> chain. 


5694-18 $3.15 
Protestant 
medal. All de- 
nominations, 18 
chain. 


Large St. Chris- 
topher medal, 2 
chain. 


9662-24 $5.00 
Massive St. 
Christopher 
medal, 24° chain. 


5660N-24 $3.85 
St. Christopher, 
color en- 
amels, 24° chain. 


5658-2 $3.15 
St. Christopher 
medal 24 

chain. 


two 


Set No. 22 $24.00 
Bridal Set with simulated 
leather prayer books 
black and white, sterling 
mounted rosaries with 
crystal beads and black 
beads for bride and 
groom, 


1200 $4.50 
Magne tic 
ling silver 
Pin in St. 
topher. 


ster- 
Auto 
Chris- 





F ALL PRICES 
KEYSTONE 


Set No. 23 $9.00 
Child’s Communion Set. 
White first communion 
book, sterling rosary 
with communion medal. 
Available with black book 
for boys. 


Set Noo! ee 6 $19. 
Bridal Set with Ser ceg 
pearl prayer book, ster- 
ling mounted capped 
crystal bead rosary 


105 Chambers St. 


Division of G. Klein & Son 


New York, N. Y. 


55 Cromwell St. 
Providence, R. |. 


——-= —- see SEP eee eee ower eee oe ee 


NEW YORK 


Irving Reiss 


105 Chambers St. 


New York, N. Y. 


CHICAGO 

Jerome J. Hochberg 
29 East Madison St. 
Chicago 2, Illinois 


PHILADELPHIA 
Paul M. Stern 


203 Washington Square Bldg. 
Philadelphia 6, Pennsylvania 





LOS ANGELES 

Jack Klein 

448 South Hill Street 

Los Angeles 13, California 





\ew! America’s Smartest ‘Toaster 


with Brand-New Style Appeal 


A bright new beauty in America’s most famous line of toasters—the new America’s 3‘lop-Value ‘loaster 


Toastmaster 1B24 Automatic Toaster! A display standout! Contemporary 
styling .. . gleaming gold-finished nameplate. . . sleek low black handles! 

And inside, of course, is the famous Toastmaster quality construction 
—the sound engineering and perfect heat control that have sold over 6 


million of this type of Toastmaster Toaster. It’s bound to be a real 
winner for you—with full profit margins—at the big-volume price of 
$18.95! Stock up now! 


Call your TOASTMASTER distnbutor:.. NOW ae 


“ TOASTMASTER"™ is a registered trademark of McGraw-Edison Company, Elgin, Ill., and Oakville, Ont. EDISON 
TOASTMASTER DIVISION COMPANY 
iy. >) = in : 
| | taka 
K = “Ee re i and _—s oO _ 
New Steam and Automatic Fry Pan, New Automatic Pennie Toasters, Automatic Toasters Automatic Grill New Automatic Automatic Waffle 
Dry lron, 11”, $19.95; 12”, $24.95 Coffee Maker, 2-slice, $28.50: 4 models, $15.95 & Waffle Baker, Dry Iron, Baker, 
$16.95 retail Covers, $3.25 and $4.25 $29.95 retail 3-slice, $39.50 retail to $23.00 retail $34.95 retail $11.95 retail $21.95 retail 
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Makers of fine clocks since 1831 























INGRAHAM GLOBE 


Electric alarm. Bone white plastic case with wrap-around 
crystal. Plain blue and white dial or luminous dial in midnight 


blue. 342” high, 44%” wide. 


NA801 Globe 7 Retail $5.95 
NA809 Globe, luminous Retail $6.95 


INGRAHAM FLAIR 


Electric alarm. Unique in- 

swept metallic textured 

dial with clear crystal. 

Ivory-color case with gold- 

en-color dial. Decorator 

gray case with silvertone- 

color dial. 4” high, 5” wide. 
BA601 Flair, ivory case = 

Retail $6.98 INGRAHAM CUSTOM 

BA600 Flair, yoann A 98 Chime bell alarm. Solid brass case, 

boing brushed satin finish. Raised brass 

numerals, polished brass spear 

hands. Gift packed. 54%” high, 3%” 


wide. 


NA805 Custom Retail $14.95 





INGRAHAM 
PRINCESS 


Electric alarm. Delicately ribbed, 
easy-to-read swept-back dial with 
transparent flared crystal. Case 
tapers smartly and comes in pink 
and blue morning glory colors, or 


alabaster. 334” high, 414” wide. 


BA605 Princess, blue case 
Retail $4.98 
BA606 Princess, alabaster case 
Retail $5.48 
BA607 Princess, pink case, luminous 
Retail $5.98 
BA604 Princess, alabaster case, 
luminous Retail $6.48 








INGRAHAM REGENT 


Electric alarm. Textured golden 
color front. Dove gray case and dial 
with dark blue numerals. Tan case 
with matching numerals on sand- 
color dial. 334” high, 5” wide. 


INGRAHAM EMPRESS 


, moroaag _—. Elegant tapering oval 

BA608 Regent, gray case : esign. Classic Roman numerals and 

Retail $7.98 golden-color minute markings. Alabaster- BA602 Empress, alabaster “hae 1 $9.50 

BA609 Regent, tan case color case with dial that simulates a pool BA603 Emor nk — vo 
Retail $7.98 of liquid gold and bronze. Marbleized Se 

rose quartz case with delicate pink and 


snow white dial. 34%” high, 6” wide. 


Retail $9.50 


INGRAHAM RIO 


Electric alarm. Pink or ivory-color 
Lustrex case. White dial with Arabic 
numerals on a light gray paneled 
background. Also available with 
charcoal-color dial and luminous 
numerals on a background paneled 
in contrasting shades of gray. 33%” 


high, 33g” wide. 
NA702 Rio, pink case 





Retail $3.98 
NA702A Rio, ivory case 

Retail $3.98 
NA703 Rio, pink case, luminous 

Retail $4.98 
NA703A Rio, ivory case, luminous 


Retail $4.98 





All prices and specifications subject to change. 


INGRAHAM 
CALENDAR 


reg ay —— that = the 

ay or the week at a giance. 

RNGRARAM DURA Unique, keystone-shaped case in 

Electric kitchen wall clock. Oval flame red with red or white dial. 

case with concave frame. Poppy Also, azure blue case with maitch- 

red and white dial or apple green ing dial. 6” high, 74%” wide. 

and white dial. 74%” high, 644” wide. 

NT724 Mural, red dial 
Retail $5.98 NT723 Calendar, red case, red dial Retail $8.98 

NT725 Mural, green dial NT727 Calendar, red case, white dial Retail $8.98 
Retail $5.98 NT726 Calendar, blue case, blue dial Retail $8.98 





INGRAHAM MODERNE Electric wall clock. Tomato red case, chrome 
dial with red center, white hands and numerals, black sweep second 
hand. Warm charcoal gray case, copper dial with soft yellow center, 
black hands, white numerals, red sweep second hand. 


NT730 Moderne, chrome dial Retail $6.98 
NT731 Moderne, copper dial Retail $6.98 


INGRAHAM 
WAFER 


Electric kitchen wall clock. 4 
Durable metal case finished 
in chrome or copper. 
Chrome case has either 
white or juniper green dial. 
Copper case has sherry- 
color dial. 7” case, 5” dial. 


SK174 Wafer, chrome case, white dial . . Retail $4.98 
NT729 Wafer, chrome case, green dial . . Retail $4.98 
NT728 Wafer, copper case, sherry dial . . Retail $4.98 


INGRAHAM MODE Electric kitchen wall clock. Bone white case. Dial 
in white, red, yellow, turquoise. 6” diameter. 


NT704 Mode, white dial Retail $3.98 
NT704A Mode, red dial Retail $3.98 
NT704B Mode, yellow dial Retail $3.98 
NT704C Mode, turquoise dial Retail $3.98 


Ingraham Synchro-dyne Motor 


Ingraham’s fresh new look in electric clocks was made possible 
by this extremely compact power unit. It untied the designer’s 
hands and enabled him to come up with case designs impossible 
with the bulky motors of the past . . . case designs that only 
Ingraham can produce. 


Ingraham has been building precision electric timing devices for 
twenty-five years—for military, industrial and major appliance ap- 
plications with the most exacting specifications. This new Synchro- 
dyne motor is the result of a thirty-million motor experience. Its 
lower speed (400 rpm instead of the usual 3600 rpm) means 
longer life and super-silent operation. Its patented Burghoff rotor 
means more dependable performance. And its Ingraloy bearings 
and special silicone lubrication assure whisper quietness. 


All prices plus taxes. All prices and specifications subject to change. 


THE E. INGRAHAM COMPANY - BRISTOL, CONNECTICUT 











Sa al AND Tupn. 


“MILE-O-GRAPH 


the perfect 


CHRISTMAS IMPULSE ITEM 


MILE-0-GRAPH comes gift- 
boxed—ready to sell right 
out of the permanent 
counter display. 









COMPLETE PACKAGE 


24 MILE-0-GRAPHS 
(18 road, 6 nautical) 


YOUR saat 
COST ’ jt we 


in self-selling permanent 
counter display 


port LO™ 


















LS Wrear is rwe swoerer: civtemee 


 SPrweee Tee cries? 









= Turn knob 
te set scale 






Read exact 
<- mileage indicated 
by pointer COMPLETE MILE-O-GRAPH PACKAGE 


Measure mileage 
by running wheel 
< along route 
Self-demonstrating MILE-0-GRAPH measures ! 
distances precisely — without figuring ! | MILE-O-GRAPH Inc., Dept. JCK-9, 117 Liberty St, N. Y. 6, N. Y. 


MILE-0-GRAPH sells like hotcakes all year -round— 3 Please ship freight postpaid............... sets @ $27.50 ea. 
! . . ~ : If Nautical Mice-O-Grapus not desired check here [) 

and no wonder ! This valuable, patented time-saver pe et ape ER 

measures exact distances on any scaled road map. | 

It’s so easy to use—a customer can pick itupand : 


.++ DATE 








see for himself. $C ceenenie evtnsenbnrsepanst sneha icoeonteectnnsea secndienadale 

‘ . SS aeRO SER ENN LS Ete ZONE 
NATIONALLY ADVERTISED in more than 150 leading 
consumer publications. Publicized in magazines, newspa- CO Pe SME TO 
pers, radio, TV! Millions of pre-sold customers will be If credit is desired, state references and credit rating. 
looking for Mile-O-Graph! Be sure you have it! Please make checks or money orders payable to MILE-O-GRAPH, INC. 
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Make WATCH PARADE 


OCTOBER 7-19 is Watch Parade Time. . . time when jewelers all over 
America feature the newest, most glamorous, most versatile jeweled-lever 


watches from Switzerland. 


WATCH PARADE TIME has drawn new customers for nine years! Make it 
work even better this year by preparing ahead. Display the wide range of 
new features and fashions in Swiss jeweled-lever watches. Get your staff 
ready, set to go after bigger sales during Watch Parade Time... add impetus 


to your pre-Christmas sales! 


3 ways to march the Parade into your store! 


T. NATIONAL ADVERTISING BACKS YOUR CAMPAIGN! Full-color pages in 


Look Magazine and Reader's Digest tell a total of 53,355,000 readers about the 
newest fashions, newest features found only in the Swiss jeweled-lever watches 


you sell. 


Bs NEW MAT ADS SPARK YOUR CAMPAIGN! These advertisements are not mere 
announcements for your store, but attract customers for the best watches you sell. 


Plan to run them in local newspapers. 


3. DRAMATIC WINDOW DISPLAY PINPOINTS YOUR CAMPAIGN! This color- 
ful display, designed to increase store traffic, allows you to feature the watches 
you choose—as you want to feature them. 

Plan now to make Watch Parade Time draw the crowd to your store. Set 

aside space for displays. Make them a real exhibit. Feature the widest pos- 


sible assortment of Swiss jeweled-lever watches. Schedule your mat ads now. 


As always, national advertising will prominently feature the slogan: 


“For the gifts you'll give with pride, let your jeweler be your guide” 
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TIME draw the crowd to your store! 


Here’s what 


you get FREE 


—for the year’s 








biggest watch 


promotion! 





Ma, 18 by 18 inch background display piece. Plus 


side cards, for identification of watches 


ie, 2 Columns by 80 lines > 
(1 other not shown) 1 Column by 100 lines 


(2 others not shown) 


WE’RE MAILING YOU 


full details of this Watch Parade campaign with 


photos and descriptions of background window 






displays ... . reproductions in actual size of Hh ta 
‘ ; Par . a : 
five mat ads... reproduction of a postal card for STORE Nawe 
(Address ) 
you to send customers... and a handy postal card W's Watch Parade Ting 
' October 7th throw , ten, 


order blank that brings these free materials fast 


- from The Watchmakers of Switzerland. 





The WATCHMAKERS OF SWITZERLAND 
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THE ESSENCE OF 


HAND C. 
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This beautiful “Cathedral” display 
for medals and rosaries is yours with- 


out charge. Contact your Forstner 
wholesaler today. 


S — Sterling Siiver 

F — 1/20th Kt. GF 

U — Gold Filled and Sterling Silver 
C — 1/20 10 Kt. Gold Filled 
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Forstner, Inc., Irvington 11, New Jersey 
Forstner (Canada) Ltd., Sherbrooke, Quebec 
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Tors GIVES YOU 


Rote)! | 1 =a smote) 4-7 -\c} 3 


IN RELIGIOUS JEWELRY 


The current collection of Forstner religious items is prob- 
ably the most extensive ever seen. Among the many num- 
bers added to the line are new’ St. Christopher Medals, 
always among your top-demand religious items, as well as 
Sacred Heart, Miraculous and Four-Way Cruciform Medals, 


rosaries and crosses. All engravings are distinguished by | i 


rare artistry and brilliant clarity of detail. Available in Ster- 
ling Silver rhodium-finish or gold-filled, with some pieces 
enameled in color. In religious jewelry, as in all your most 
popular jewelry items, you need go no further than Forstner! 
Showrooms: 320 Fifth Avenue, New York 1, N. Y. 


448 S. Hill Street, Los Angeles 13, Calif. 
29 E. Madison Street, Chicago 2, Ill. 
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GROEN 


the newest 


| THE STYLES 
CUSTOMERS WANT! 


e The Newest Look in Time is the ‘‘today look.’”’ Clean, 
uncluttered, boldly imaginative watches capture the same 
style excitement that now sells automobiles, appliances, 
homes, apparel. 





e But it takes more than style to make volume sales in 
today’s retail jewelry market. It takes a famous name— 
Gruen—and the right promotion. 


e Gruen gives you one profit-building opportunity after 


GRUEN THE PRECISION WATCH® PRECISION® THE MOST IMPORTANT TRADE MARK IN WATCHMAKING. 
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look in time gives you BOTH 





|) THE PROMOTIONS 
YOU NEED! 


another with hard-hitting, tested “‘idea’’ promotions. Last 
season it was the fabulous Super Gruen promotion. This 
Fall you’ll see that Gruen once again has cornered the 


market on merchandising ingenuity! S F F re P T F ij 


e How? Your Gruen representative will give you all the 
exciting details . . . but we can tell you this much: The the newest look 
Newest Look in Time dares to be as different in promoting in time 

watches as it is in styling watches! 





















- THE GRUEN WATCH COMPANY, TIME HILL, CINCINNATI 6, OHIO 
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The new Royal Blaze Series makes the diamonds sparkle like 
a bucket fuli of stars. Like flaring meteors they reflect the 
light — and attract buyers. Guaranteed to be your best seller 
this year and next. From % to 1 carat (total weight). Ask your 
wholesaler to show you the new Royal Blaze Series today! 


See Us at the Chicago, New York and Dallas Shows. 


SOLD THROUGH WHOLESALERS ONLY! 


Goidstein- Gerson Loto Pa ialer 
Vhe Toute hoc 130 WEST 46th STREET, NEW YORK, N.Y. 


West Coast: 448 South Hill Street, Los Angeles 13, Cal. 
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‘SHARE OF AMERICA" 


FOR CONSUMERS 
“SALESMANS STOCK SPECTACULAR’ 


FOR REMINGTON SHAVER SALESPEOPLE 


ONE FOR YOUR CUSTOMERS 


$ BIG BONUS AWARD! All Prizes Double If Winners Pur- 
chase A Remington Shaver During Contest Period. 
w 
7 Share of America Contest Boosts Your Store Traffic! 
SHARE OF AMERICA CONTEST To qualify, customers must get entry blanks in your store— 
or get your signature on blanks in Remington advertisements. 
September 30 thru December 1, 1957 

sa aad s oe Share of America Contest Boosts Your Shaver Sales! 
To win double money bonus, customers must buy a Reming- 

ton Shaver from you. 
Tie Int Make Your Store a Contest Headquarter! 


Display contest window streamers and entry blank dis- 


; : pensers. Send special contest envelope stuffers to your 
2nd PRIZE — $5,000 in your choice of common stocks customers. Your distributor can give you all the merchan- 


listed on the N. Y. Stock Exchange. dising aids you want. Ask him! 

3rd, 4th, Sth PRIZES — $2,000 in your choice of com- Contest Promoted by Big Time Advertising in All 
mon stocks listed on the N. Y. Stock Exchange. Media! “Gunsmoke” & “What's My Line?” on CBS-TV . . . 
500 ADDITIONAL PRIZES: $50 each in common stocks of Life, Look, Saturday Evening Post . . . 130 Sunday Supple- 
your choice listed on the N. Y. Stock Exchange. ments... plus all-out publicity. 


RENE ACR ee 
$ 3rd THRU 7th PRIZE: $500 in common stock 
2 gg OO O 8th THRU 107th PRIZE: $100 in common stock 
* = 108th THRU 207th PRIZE: $50 in common stock 


SALESMAN’S STOCK SPECTACULAR WINNERS CHOOSE ANY COMMON STOCK LISTED ON 


August 1 thru December 1, 1957 THE N.Y. STOCK EXCHANGE (Except Sperry Rand Corp.) 


: 000 i Get full details and all the entry blanks you want from your 
1 st PRIAEs $5, ooo REMINGTON SHAVER DISTRIBUTOR or your local 


2nd PRIZE: $2,500 in common stock Remington Service Center. 


Hlemingtor. Fkand 


Electric Shaver Division of Sperry Rand Corporation, Bridgeport 2, Conn. 


1st PRIZE — common Stocks of your choice approxi- 
mately equal in market value to the total value of one 
share of every issue of common stock listed on the N. Y. 
Stock Exchange. 
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Gold Filled! 


Across the Country 





Gold Filled Sales 
Continue to Clim£ 


There’s no question about At — Gold Filled 
items fill, perfectly, the “‘yniddle value’”’ 
market that is growing sp rapidly. Naturally, 


Gold Filled sales are gayhing apace. 





GOLD FILLED MANUFACTURERS ASSOCIATION, INC., Bates Building, Attieboro, Mass. The following companies contribute to the Gold Filled Promotion Campaign. 
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IN LIFE This fall — right through the heart of the 
buying season — Gold Filled continues its 
big LIFE Campaign. 


Tieing in with the bigger-than-ever J.I.C. 

IN LOOK “Operation Cherub” Gold Filled will be 
advertised in LOOK during the Christmas 
buying season. 


Reaching millions of your Customers from 
TELEVISION  oast to coast, Gold Filled will again use 

special participations and fashion 

promotions on network television. 


POINT OF SALE Displays and Merchandising 
Assistance 


This fall Gold Filled will continue to work 
through special merchandising assistants in 
selected markets throughout the country. 


Gold Filled Promotion Continues — and Grows! 


Add it up, it's sure to mean Biggest Year, ever, for Gold Filled 


No coasting — no resting on our oars — the Gold Filled Campaign continues to pre-sell 
your customers — continues to make it easy as well as profitable for you to trade up to 


Gold Filled. 
LEC] 


GREATER PROFIT! 


























Cook, Dunbar, Smith Co. « E.N. Cook Plate Co. General Plate Division — Metals and Controls « Horton Angell Co. « improved Seamless Wire Co. « Leach & Garner Co. 


« D. E. Makepeace, Division — Union Plate & Wire Co. « |. Stern & Co., Inc. « Standard Metals Corp. « A. T. Wall Co. 
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The best in ‘‘Probe-Type’’ Appliances 
by the pioneer in controlled 
Exclusive “LONG PROBE” Cookamatic Control 


@  Extra-long, all-aluminum probe covers greater cooking area of each 
“=== utensil. Reacts quicker and far more accurately to changes in 
temperature than shorter, steel probes. This extra length assures perfect 
cooking heats with a minimum of temperature variance. 


Exclusive “‘BALANCED HEAT” Distribution 


@ Universal's heating element and probe housing are scientifically sized and 
shaped for each individual utensil and the type of cooking for which it 
was designed. This results in even distribution of heat over entire 

- », utensil for perfect cooking results. 


™ 





Just Dial the Heat 
with this Interchangeable 
Cookamatic Control 


Larger, easy to see, easier to adjust dial 
than others. Plugs in under handle, out 
of cook’s way, out of harm’s way. 


$695 





_ Automatic Frying Pan 
_ Metal or glass “Peek-in” cover extra 
Gt 
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heat cooking 


with 2 great exclusives 





EXTRA $6.95 CONTROL 


FREE 


when you buy this 4-piece 





Hostess Display Pack 


YOU MAKE AN 
EXTRA $6.95 PROFIT! 


Get this beautiful counter display 
box with 3 Cookamatic appliances and 

a Control plus an extra Control free! 

Full self-selling information in the cover. Use 
the extra control to help sell a whole set of 
Cookamatic Appliances, or sell it separately 
with one for an extra bonus profit of $6.95. 






















SERVES THEM ALL! 
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& RELATOR BAB sels Ra Rg 


CALL YOUR DISTRIBUTOR TODAY! 


Ask him about the big national 
program planned to boost your sales! 






45 aoveatistd mt 






USE-TESTED . 


Vk ‘ alls 








They spell profits as surely 


DU BARRY 
+4010 (black) +4020 (gold) 
#4030 (ivory) 


RUSTIC STAG +7258 


BIRD +7028 
Hand carved eight day 
cuckoo clock. New hand- 
Classic baroque for wall 
or table. 400 day 


movement. 


Hand carved case. 
rubbed rustic finish. 


HUNT +7178 
Hand carved eight day 
cuckoo clock. Mahogany Mahogany finish. Cuckoo 
finish. and soft chime. 
‘ 
’ 3, 


Schatz Clocks from 


Lhe only tmported clock 
euith local service in 
135 Remington Shaver Service Centers 
by specially trained personnel 
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as they tell time! 


LONDON COACH NEW MADEMOISELLE 
+9000 +8000 


Authentic coach lantern Boudoir clock. Brass 
style in gleaming brass. trim. 400 day movement. 


400 day movement. 


ROYAL by SCHATZ 


A best seller, because it has the remarkable 3 year 
movement pioneered by A. Schatz & Sons — plus 
features you won't find anywhere else at this price. 
Marvelous accuracy ... beautiful design... 
craftsmanship you can spot right away as the work 
ot old world artisans of the famous Schatz Black 
Forest Shop. For still more “sell: Continental 
modern style, satin brass finish with crystal clear 
lucite. Silently rotating pendulum. Like all Schatz 
clocks, guaranteed for | year. 9144” high. #1040. 








he Black Forest 


Internationally Famous Schatz Clocks Give You TL 5 y, a 
¢ Full mark-up * Opportunity to trade up on fine name mporte an 


¢ Popular styles and designs ¢ Well-packed shipping guaranteed by 


cartons to prevent breakage. 


All Clocks Nationally Advertised Feoreire ytor Fz, , 
Full color pages in December issues of “House Beautiful” 


Division of Sperry Rand Corporation 


and “‘House & Garden” for Christmas selling! 
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the world’s first 
electric watch 
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—another winner for the Hamilton Jeweler! 


The biggest watch news in 477 years was announced 
early in 1957. Response to the world’s first electric 
watch has been spectacular. 


Consumer demand for Hamilton electric watches 
is exceeding our most optimistic expectations. 
Hamilton Jewelers are equally enthusiastic. 

To satisfy this gratifying demand we've stepped 
up production. And we'll keep interest at a high 
pitch with four-color ads like the one on the oppo- 
site page. It will be seen next month by millions 
of Reader's Digest, New Yorker, Sports Illustrated 


and National Geographic readers who will note 
that their Hamilton Jeweler is the man to see. 


This advertising does more than sell Hamilton 
electric watches. It keeps your customers conscious 
of the Hamilton name and helps you sell all of the 
Hamilton watches in your store. 


Hamilton offers you free reprints of this ad for 
your store display. Also newspaper mats, radio and 
TV advertising material. Write: Sales Promotion 
Department, Hamilton Watch Company, Lancaster, 
Penna. For fastest service, phone EXpress 4-7161. 





Hamilton Watch Company, Lancaster, Penna. He 
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MHamilton—the world’s first electric watch! 


It's no secret that electricity is the best w ay to runaw rist watch. Greater accuracy. 
Fewer parts. Less care. But it was real news early this year when Hamilton was 
first to produce the electric watch. Your Hamilton jeweler will tell you more about 
this. the biggest watch news in 477 years. (Left to right) Spectra, $150: Ventura I. 


$200: Van Horn, $175. Hamilton Watch Company. Lancaster. Pennsylvania. 


THE WATCH FINE JEWELERS RECOMMEND MORE OFTEN THAN ANY OTHER 


NO. 132B WITH 
TEXTURED SURFACE 


Ballou clasp shown on brace- 
let by Berné Co., Inc. Crea- 
tors of Schiaparelli Jewels. 


Ky; 
ACTUAL SIZE 


Ballou side /ocking bracelet clasps 
now available with smart, new, textured finish 


FRICTION SIDE LOCKING ELIMINATES 14K — 1/20 12K G.F. — Sterling — Nickel 


CAREFUL FORMING OF CATCH* No. 131 — Width 5/32” 
No. 132 — Width 3/16” 


No. 133 — Width 1/4" 


The friction side lock has a uniform snap action independent 
of the wrap-around. It eliminates the work of careful forming SOLD TO THE MANUFACTURER 
when being attached. It holds securely yet is easily opened, always 
with the same tension. 

Ballou bracelet clasps are constructed with full riveted joint, 
in traditionally fine Ballou quality. 


*All numbers illustrated are available with connecting end open or 


closed, or with textured surface as shown above enlarged. 


FINDINGS 


B. A. BALLOU & COMPANY, INC. The Foundation of Good Jewelry 
61 Peck Street * Providence 2, R. I. 
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newest 1dease.. 
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G-946-A. 


al 


SE! At = 


No. X-992-A. 
Ladies’ 3 


» 4 


tor. 


Retail... $3.25 wd 


No. X-991-A. 
Ladies’ calf. 


Brown, black, red. 


Keystone... 


$18.00 doz. 


Retail ... $2.00 each 


leather 


goes “Continental” 


Gemex sets the new style trend 
and displays it magnificently ! 


: No. 948—men’ « apace de pentane nd 
—ladies' a3 onic, 2 nes alligator. 


4 ee : 
; ee 
7 “+ * t #2 4 
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ie Ak, Sh hapten... $25.20 oe Retail... $2.75 each 


DP g ty oe i pA eae et cit Bien tae Bday) pene y Sct ee gh aces me FS ca rate . 
eel Pee ees tes ease tes RO ae N fare SS oah File yr. are ‘ 
Line ees 3 Oe eT Dy PS ce tee ae ‘ - ape : Sy 
- fe: L Rae: Acme pl™ é y 3 > « ¢ ~ ad 
S- 5 Lis Dong hes we of rete 2 ee ee : 
’ : ; \ s id rust, black. Keystone . . . $36.00 doz. Retail . . . $3.50 each 


ladies’ one-piece “‘continental” straps 


G-947-A. 


G-912-A. Padded baby alligator: ‘sentria sport rust, turf tan. Pin seal: black. 
Keystone... $72.00 doz. _— Retail . . . $6.50 each Keystone . . . $30.00 doz. 
Retail . . . $3.00 each 


imported “Cuoio Vecchio” calf: assorted black, brown, tan, gray. 


Keystone . . 


. $36.00 doz. 


Retail . . 


. $3.50 each 


Carding Code: X—6 on, G—8 on, T—12 on. 














men’s 
fine * 
leather 
straps 
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(Se ME XK 
leather 
~ leadership 


With Gemex leather watch 
straps, you have the strong, 





_ positive selling features that 

| give you maximum profits. 

| The excitement of new 

colors and shapes! The 

unmistakable quality of the 
world’s finest leather. The 

| completeness of the line — 

with new ideas that become 

|. best-sellers, with everything 

_ that is popular and easy 

to sell! 


ladies’ 
fine 
leather 
straps 





X-916-A. Norwegian calf Tru-Fit: 
assorted tan, wine, brown, gray, 


natural. 
Keystone . . . $21.60 doz. 
Retail . . . $2.50 each 


G-900-A. Norwegian calf self-lined: 
assorted tan, brown, black, wine, 
ay, natural. 
ystone . . . $18.00 doz. 
Retail... $2.00 each 


G-901-A. Finest pigskin: assorted 
saddie, tan, brown. 

Keystone .. . $15.00 doz. 

Retail .. . $1.75 each 


G-902-A. Shell cordovan: assorted 
burgundy, blonde, black, brown, 


ay. 
Eline . .. $18.00 doz. 
Retail . .. $2.00 each 


G-904-A. Suede assorted black, 
ray, navy, brown. 
ystone . . . $18.00 doz. 
Retail... $2.00 each 


G-905-A. Padded Norwegian caif: 
assorted gray, brown, black, tan, 
natural. 

Keystone . . . $21.60 doz. 

Retail .. . $2.50 each 


G-982-A. Padded suede: assorted 
black, navy, gray, brown, green. 
Keystone . . . $21.60 doz. 

Retail . . . $2.50 each 


X-970-A. Suede Style-ette: black. 
Keystone .. . $23.40 doz. 
Retail... $2.75 each 
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G-980-A. Padded Swiss Calf: @S-  premmeusnesesese 
sorted blonde, brown, tan, gray. 
Keystone .. . $21.60 doz. 


Retail... $2.50 each 


: 
7 


G-918-A. Swiss calf: assorted 
brown, tan, gray, natural. 

Keystone . . . $18.00 doz. 

Retail... $2.00 each 


6-919-A. Padded shell cordovan: 
assorted brown, burgundy, gray, 


blonde. 
Keystone . . . $25.20 doz. 
Retail . . . $2.75 each 


G-920-A. Padded suede: assorted 
black, gray, navy, brown. 

Keystone . . . $25.20 doz. 

Retail . . . $2.75 each 


G-940-A. Alligator: assorted sport 
rust, turf tan. 

Keystone . . . $30.00 doz. 

Retail . . . $3.00 each 


G-941-A. Padded choice alligator: 

assorted sport rust, turf tan, char- 
coal gray. 

Keystone . . . $41.40 doz. 

Retail . . . $3.75 each 


G-927-A. Padded lizard: assorted 
sport rust, turf tan. 

Keystone . . . $30.00 doz. 

Retail .. . $3.00 each 


te 


X-975-A. Suede Style-ette: black, 
with white or yellow gold-filled 
ornamental ends. 

Keystone . . . $36.00 doz. 


Retail... $3.50 each rr 
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rabulous COLORMATES 


“oe ME xX 


Colormates in every fashionable color. Colormates for every occasion 
—sport, daytime, evening. Colormates in designs inspired by Ceil Chapman. 
Colormates with the ingenious quick-change ends. 
Colormates ...to sell, three, four and more to a customer! 


...on the brilliant si. ocx display! 


Yad 


“Show ’n Stock” 
counter dispiay ! 


Contains the finest leather watch straps — a one-gross assortment of all 
the popular men’s and ladies’ watch styles. CALF... CORDOVAN... SUEDE 
... LIZARD... ALLIGATOR ... PIGSKIN ... DE LUXE COWHIDE. The display 
puts a dozen styles up front... and provides an ingenious built-in inventory 
keeper for your back-up stock. THE DISPLAY IS FREE! 


30-A. Show 'n Stock display with best-selling assortment of 144 men’s and 


ladies’ leather watch straps. . 
SEMEX 


Keystone . . . $232.44 


12-ON ASSORTMENT 
T-814-A. A round-the-clock collection... Colormates to match 
every ensemble, in the newest fashion colors. 


T-813-A. Black—suede and patent. 
Keystone . . . $32.40 per card of 12. Retail . . . $2.95 each 


BOOK ASSORTMENT: 


Convenient, compact storage for 
your entire Gemex leather strap 
stock! And such a pleasant easy 
way for customers to shop. 


No. 879-A. Book of 120 straps: 
Calfskin, cordovan, pigskin, suede, 
alligator, cowhide in comprehen- 
sive colors and lengths for men 
and ladies. 

Keystone. .. $207.78 


i ‘came 
SELLING ASSORTMENT: This smart 8-on display card adds 


extra sales appeal. All straps easily removable. Convenient stor- 
age. Easel-backed for ready display. 


FORM NO. 72 
LITHO IN U.S.A 












you owe it to yourself 
to talk with 


; ere. Gordon Brothers 
you sell a store 
























liquidation sales On 4 com 


mission basis & Ky. ? 
G/ Nee 


cash buyers of manufacturer's 
and jobber’s stocks 


















: ET 
MFIELD STRE : 
{ASS ACHUSETTS 


ck 6-3233 


38 BR 
BOSTON, % 
Telephone HAnco 


America’s most complete service in cash buying or liquidating jewelry stores and stocks 
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RIVOLI 
Decorator wall clock. Electric 
or 8-day keywound. 20%” high, 
20%” wide. Retail $45.00* 





Decorator wall clock. Electric. 
12” diameter. Retail $32.50* Chime. Electric or 8-day key- 


ENTREE MEDBURY 
Quarter-hour Westminster 


wound. 9%" high, 20” wide. Re- 
tail $59.50* 











SPLENDOR 
Modern decorator alarm. Elec- 
tric. 4%" high, 7%” wide. Retail 
$29.95* 





TRAVAWEEK 
Travel alarm. 7-jewel, 8-day key- 
wound. 3%” high, 3” wide. Re- 
tail $14.95* 
































WAYNE 
Modern decorator alarm. Elec- 
tric. 5%” high, 4%” wide. Retail 
$12.50* 








LYNTON 
Hour and half-hour strike. Elec- 
tric or 8-day keywound. 8%” 
high, 16%" wide. Retail $39.75* 





right in line with the latest decorator trends! 


New Models 


New Features—— electric movements for strikes and chimes! 





New Concepts a clock that runs on solar energy—power 
from the sun! 


Thirteen new models and adaptations of old favorites have been added to 
the Seth Thomas line of decorator clocks over the past few months... a 
complete new line for holiday sales. ‘This increased selection puts the gift- 
suggestion initiative in your hands. . . offers new trade-up opportunities 

. stimulates big-ticket sales with combined gift purchases. Big-space, 
full-color ads in POST, LIVING, BETTER HOMES AND GARDENS 
Idea Annual, BRIDE’S and other leading consumer magazines make 
your selling job easier. Seth ‘Thomas quality clinches the sale. Get set for 
the holiday rush while distributor stocks are still full—order out your 


Christmas inventory right away! 
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BROOKFIELD 
Hour and half-hour strike. Elec- 
tric or 8-day keywound. 29” high. 
Retail $75.00* 












LEGACY 
Quarter-hour Westminster 
Chime. Electric or 8-day key- 
wound. 14%” high. Retail 
$115.00* 


- 
tea 
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i Hour and half-hour strike. Elec- MY 
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tric or 8-day keywound. 15%” 
high. Retail $55.00* 




































CLASSMATE-8 
Decorator travel alarm. 7-jewel, 
30-hour keywound. 2%” high, 
2%” wide. Retail $10.95* 











SOLARION 
The clock of the future —here in time for Christmas ’57. Solar powered — 
clock will run indefinitely when exposed to sunlight or incandescent light. 





Sufficient storage capacity to run for a year without light. Solid brass case _ 
| can be engraved for use as a presentation piece. Permanent Solar unit. CEYLON 
| 434” high, 834” wide. Retail $250.00* Hour and half-hour strike. 4- 


jewel, 8-day keywound. 5%” 
high, 8%” wide. Retail $39.75* 


a 











HAVE YOU SEEN DECOR-AMA? 





With DECOR-AMA you display Seth Thomas 
decorator wall clocks (or any clocks) right out 
where customers can see them—and buy 
them! Compact. Puts even small-space 
stores in profit-building decorator wall busi- 
ness right away. Low cost. Self-liquidating 
with sale of FREE clock. Choice of standing 
island or hanging wall unit. Limited supply. 
Ask your distributor for details. 





*Plus tax 





SETH THOMAS 


Thomasten, Connecticut 


MAS TE RPIEC BS IH “twee. Si aa. a8 os 
Division of oo Corporation 
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Selling works 
like this... 
when you get 
the kingpin! 


The Saturday Evening 


Most jewelers can name a lot of key 
customers. They’re the people who 
set the living trends and buying 
habits. They influence the others 
around them. That’s why they’re so 
highly prized as customers. 

National advertisers have been 
trying to woo and win these same 
people for you for years. But, until 
now, nobody knew for sure how to 
influence a large concentration of 
them in every community. 

Now, researcher Alfred Politz has 
discovered how these INFLUENTIALS 


can be reached through one maga- 
zine. His recent study shows that 
8 out of 10 of the millions of Post 





readers recommend or talk about 





things they see in the Post to other 





millions around them. 





These POST-INFLUENTIALS make up 
a huge market. There are thousands 
of them in every sales territory. 
They’re helping you sell Post-adver- 
tised products ... by word of mouth 
and by example. Are you helping 
yourself to more profits by featuring 
the brands they’re pushing for you? 


- 
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Sells the POST FV INFLUENTIAL 
-the mass market of active influence 


| it Oho D 
| is ; 


JEWELERS’ CIRCULAR-KEYSTONE, SEPTEMBER 1957 





Oe an ee 





a Sry er 
” eee 





JEWELERS’ CIRCULAR-KEYSTONE, SEPTEMBER 1957 





os 





Rike-Kumler, leading Dayton, Ohio 
department store, gives Kensington prominent display 
“where it can easily sell itself” 


Kensington is a top-line item with Rike-Kumler, as it 
is with most leading stores. “‘Not merely a June or 
Christmas item, Kensington sales are good throughout 


>> 


the year,” the store reports. This is true all over the 

country because a Kensington customer is a satisfied 

customer who always comes back for more. 
Kensington will surely increase your giftware sales. 


It’s a trouble-free item. Kensington never wears out, 


x 3° ro. 


OF NEW KENSINGTON, PENNSYLVANIA 
A DIVISION OF ALUMINUM COOKING UTENSIL COMPANY, INC. 


Rike-Kumler says... 


ensington Sells itself 






| ?? 















never tarnishes, never stains, never needs polishing. 
It keeps its soft, satiny lustre for generations. 

To get material which gives the full Kensington 
story, just mail this coupon today! 


KENSINGTON 


Weear-Ever Building, New Kensington, Pa. 


Please send full line Kensington catalog and ordering information. 
Name 
Store 
Address 


City Zone State 


—— $e 


| 














this 1 is the watch that 
went to the Antarctic 


with Admiral Byrd on Operation Deepfreeze. It was snowed on, rained 
on, sleeted on. It was never wound. It was dropped, hit and knocked 


against ice. It lived in zig-zagging temperatures — from 100 above to 
40 below. And it kept time perfectly! That’s what we mean when we 
say this watch is waterproof,* self-winding, shock-resistant, anti- 
magnetic, with a guaranteed unbreakable mainspring and balance 
staff. And that’s why Croton can guarantee it unconditionally for three 
years. It looks great, too. We don’t know a father or a son who wouldn't 


be proud to own it. $69.50. The Antar etic’ by 


CROTON’ NIVADA GRENCHEN 


404 Fourth Avenue, New York 16, N.Y. *provided the case is unopened and the crystal is intact. 








ICE-COLD AD ROLLS UP | 
RED-HOT SALES! 


again full-page in the Post on November 30th. 
(Plus other full pages in the Post on November 
23rd and December 7th. ) 

Get your order in early to insure prompt de- 


The ad on the opposite page ran twice in The 
Saturday Evening Post last June. It started an 
avalanche of orders from all over the country. 

Right now... from New York to California 


... from Maine to Florida . . . orders are pouring 
in for “the watch that went to the Antarctic”... . 
the watch that’s unconditionally guaranteed for 


livery. Build a window display out of the Croton 
Antarctic boxes—the most eye-appealing, 
intriguing gift boxes in the history of the watch 


business. Write for mat ads and display material 
showing actual scenes of the Navy on the Antarc- 
tic Expedition. 

This watch from the ice-cold country is a red- 
hot number at $69.50. Tie in and cash in! 


three years. The Antarctic is as rugged as its 
name, yet slim and handsome, too. 

You too can get your share of this profitable 
business. Order now to get your merchandise in 
time for Christmas selling. We’re running this ad 


CROTON 
NIVADA 
GRENCHEN 


Croton Watch Co., Inc., 404 Fourth Avenue, New York 16, N.Y. 





CROTON NIVADA GRENCHEN 
404 Fourth Avenue, New York 16, N. Y. 


Please send me...Croton Antarctic Watches, unconditionally 
guaranteed for 3 years. 





Name : 
(Please Print) 





Store Name 
Address 





State 
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CHRISTMAS FAIRYLAND 








NEW YORK SHOWROOMS 


225 Fifth Avenue 





COAST-TO-COAST 
REPRESENTATION 


SHOWROOMS: 


CHICAGO—Merchandise Mart 
NEW YORK—225 Fifth Avenue 
LOS ANGELES—Brack Shops 
DALLAS—Merchandise Mart 
MIAMI—46 SE Eighth St. 


MAIN OFFICE and SHOWROOMS, ° 
1550 Merchandise Mart 
Chicago 54, Illinois 





Exar 
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OPERATION 248: YOUR 


NO LONGER do shipments of Diamonds Fine Dj 4 i | 
valued at less than $250 have to be cleared at ae eee | 4 


port of entry. As a result of a U. S. Customs Direct from Antwerp 
i . to your store 
ruling, such shipments now may be sent air 


parcel post directly to your store, the 10% cresee 
duty being collected by the postman. The 
savings in time and money are important. 


aie : 7 . = Iw *, 
ee ee a A ge 





To enable U. S. jewelers to take maximum 


advantage of the new Customs ruling, I de- JO ACHIM GOLDENSTEIN 


vised “Operation 248” which consists of 8 DIAMOND CLUB — ANTWERP — BELGIUM 
standard parcels of Diamonds in 4 different 15 CENTS POSTAGE FOR AIRMAIL 


grades, each priced at $248. Joachim Goldenstein, Diamond Club, Antwerp |, Belgium 


Please airmail a FREE copy of your 3-color folder 


Send for a copy of my 3-color folder which describing "Operation 248" 


describes “Operation 248” in detail and in- 
cludes New Wholesale Price List 730 
(prices per carat in U. S. Dollars). Also 


order forms. Fill out coupon at right and mail 


Store Name .. 
EE EE ee a CL Ne Mea RSS Pe sa i ee aE ey 


PR ss 6 wa nae af 


today. 
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EWELRY COUNTERS EVERY WHERE... 


the self-winding sales prospect! 











ee eee ee 2 ee Bes ‘ee eaeaeeee ee * cee e esses Oe 


Here's a customer with watch-spring response—so unique in construction 
(and so easy to sell), no jeweler can afford to be without her! 
She’s America’s Young Woman Under Twenty; she’s sensitive (today!) 
to the tiniest amount of pressure—whirrs into motion (immediately! ) 
at the first-flick of a jeweler’s interest! 
What makes her tick? Obviously, her one favorite magazine: SEVENTEEN! Within 3 issues, 
75% of all 8,500,000 teen-age girls readsity“more girls have “actually bought” 
more merchandise from the pages of SEVENTEEN than from any other magazine. And no wonder! 
For an entire generation of young consumers, SEVENTEEN ranks foremost in their loyalties 
as Teacher... Textbook ...Treasure-trove of information. 
Especially when it comes to jewelry: to wear (SEVENTEEN says, “jewelry is Fashion!” )— 
to give (SEVENTEEN says, “jewelry is Perfect!”)—to receive (SEVENTEEN says, 
“jewelry is what every teen Wants!”) | 
And, to Miss Young America—eager-to-learn, eager-to-spend,/” 
eager-to-assert-her-preferences—what SEVENTEEN says, goes!” 


Jewelers are sure of “perfect timing” when they sell in SEVENTEEN: 
the one best way to reach the sales prospect you “set” just once 
(now, in her formative years)—for a long long lifetime of-bnying! 


Closing dates: Dec. 4-color, 9/20; Dec. 2-color, 10/4; Dec. b&w, 10/10. 


she buys tom. SIMON 


488 Madison Avenue, New York 22, N. Y. 
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clock up 
more Sales 


with new two-way 
electric wall clocks from 


WESTCLOX! 


The brand new FROLIC and GLENDALE 
wall clocks also stand up on their own base! 
Each features a hidden cord, and the Glen- 
dale’s is retractable. 

Ideal Display shows one clock on wall, one on 
shelf...one sure way to sell this hot idea fast! 


This Display FREE with Assortment No. 1610 
which includes 4 clocks: Glendale in red and 
turquoise, Frolic in white and yellow. 


Dealer Cost $16.10 


Buy two Assortments...get big 5% quantity dis- 
count on 6 or more Westclox Electric Clocks. 


Dealer Cost $30.59 














FROLIC GLENDALE 
No. 1285 Red No. 1305 Red 

No. 1286 White No. 1306 Charcoal 
No. 1287 Yellow No, 1307 Turquoise 
Retail $4.98 Retuil $6.98 

Dealer Cost $3.46 Dealer Cost $4.59 


13%” wide, 16%” high 


No. 460 Retail $12.95 
Dealer Cost $8.25 








now in solid Mahogany, too! W/ on S e C | O xX 


The Westclox SHERATON electric alarm 


with beautifully scrolled luminous dial. by the makers of BIG BEN 
No. 1096 Sclid Mahogany Luminous (aa 
Retail $9.95 Dealer Cost $6.54 eT eee re Frag ee ee 
No. 1085 Fruitwood Plain 
ity di 24 Westc! I . 
Retail $8.95 ee $5.88 2'2% quantity discount on or more Westclox spring clocks 
Above ore suggested retail or Fair Trade prices and subject to 1O% Federal Excise Tax. 
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The new LELAND is a modern 
masterpiece in a spring driven oc- 
casional clock. Sparkling white and 
gold-color with ‘“‘Fan-light’’ num- 
erals and a bell alarm. Quiet tick. 
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Fost 
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The POINT of 
QUALITY 


150/3500-S (1500) -iam | . wh Jewelry retailers have come to 
eedpan  &§ Le Be depend on Foster for the ultimate 
endl Geartiead @ | ie. WEA. /h in hand engraving. The point is 
with Blk. Stone | 7 Af | sa . . . Foster sets the style and the 
| y. standard for men’s jewelry and 

watchband craftsmanship. 


The POINT of STYLING 


For Your Pride And Their Satisfaction 


ew ENAAD aT 125/358-S (1250) $15.00 
125/3610-S (1250) $15.00 Sterling-Hand Engraved 
Sterling-Hand Engraved 


200/3545-S (2000) $25.00 
Sterling-Hand Engraved 
with Crystals 


eo 


o od ond iil iii 175/3548-S (1750) $20.00 
| Stefling-Hand Engraved 


321455 YP (440)—$5.95 
SS (2.90)—$4.95 


Available Through America’s Leading Jéwelry Wholesalers 


FOSTER METAL PRODUCTS, INC. 


Manufacturers of Men‘’s Jewelry and Watchbands © 37 Union Street, Attleboro, Mass. 
29 E. Madison St., Chicago, ttl. @©@ 657 Wes sew. S24., Sea FCraemeciscoeo, Calif. 
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easy seeing, easy selling! 
3 new displays for 3 new Westclox “Full-Time” watches 


Dramatic 2-way motion DISPLAY 
spotlights the thinness of 
THIN WATCHES 


ae erm ee ales Cot 


| \| | - "y word THIN thinner as animated 
A , fingers show how thin! $ 4 9 80 
| “a eG This Display FREE with Thin 
‘ Watch ASSORTMENT No. 
95 4980. Includes 3 #728, 3 #729. THIN MODELS: 
a8. 


#728 Black dial, 
black suede strap. 


THE THIN Retail $11.95 
So slim, trim and shadow- Dealer Cost $7.97 
thin, so sturdy and #729 White dial 
beautiful. gold-color expansion band. 
Gold-color case, shock- Retail $12.95 
resistant, anti-magnetic. Dealer Cost $8.63 


‘4 
WESTCLOX ( 


”: € 
* 


gy YHE MAKERS OF BIG BER 


15” wide, 14%” high 


colorful, easel-back, >? LOX | THE SCEPTER 
ie | ELIE Unbreakable inspring, 
SALES-GETTING DISPLAY a lea 


shock resistant, sweep second 


hand, unbreakable crystal, 
stainless steel back, anti-magnetic. 


shows why children, students, nurses, ewart $id! 
teachers and housewives go for the tough- : 
and-tiny SCEPTER 

nae #667 with leather strap. 
Display FREE with 6-watch Scepter Ja Retail $7.95 
ASSORTMENT No. 677. 3 of #667, 3 of #668 ‘a 7 Dealer Cost $5.30 


Dealer Cost $338! : ,~ a . #668 with metal expansion. 
i i | Retail $8.95 


Dealer Cost $5.97 


12%" wide, 15%" high 


~ 
EME ia 


mew ( AKEMNGWY ' bright colored and THE CALENDAR 
WESTCLOX, rn: 
E GRAPHIC DISPLAY Only *10°° with a 


a J fe . 

a Py Fee points out the Magnified Date Magnified Date Window 

as Window of this terrific CAL- Unbreakable mainspring, temperature 
ENDAR watch...and the Dis- compensated hairspring, shock resist- 
play is yours, FREE, with Cal- ant, gold-color case, raised numerals, 
endar watch ASSORTMENT luminous dial, unbreakable crystal, 
No. 2920. 4 #735 Calendar stainless steel back, anti-magnetic, 
watches. and the magnified “date window.”’ 


Dealer Cost $2920 Dealer Cost $7 30 
13” wide, 16%" high 


WESTCLOX’ 


by the makers of BIG BEN 


PRODUCTS OF CORPORATION 


2'2% quantity discount on 24 or more Westclox watches. 
Prices quoted above are suggested retail or Fair Trade prices, and subject to 10% Federal Excise Tox. 
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NEW ! 


EXCLUSIVE! 








PHILCO 


WARRANTY COVERS 
@ PARTS and SE 
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Now America’s most wanted radio is an absolute “natural” for the 


jewelers’ trade! This new Philco warranty eliminates service commit- 


ments— makes radio a problem-free package. For the first time in 


history, you can concentrate on clear, undiluted-profit radio sales. 


NEW PHILCO LINE IS REALLY “FEATURE-PACKED’’ AND FULLY GUARANTEED! 





MODEL 760 


LUXURY LEADER — 2 big, selective-listening 
rich-tone speakers with special “his or 
hers” switch. Completely automatic clock. 
Both clock and radio dials light. Powerful 
air loop antenna gives superb reception. 


TWIN-SPEAKER PORTABLE — has sec- 
ond speaker in detachable lid 
Gives an amazing new listening 
effect. Plays all 4 record speeds 
Smart luggage-tvpe case 


MODEL 7586 


COMPACT BEAUTY — fresh modern styling 
and powerful tone. Big 10-inch oval 
speaker. Tuning dial softly illuminated. 
Easy-to-set appliance outlet. A quality 
performer ... filled with value and profit! 


EVERY PART WOOEL ¥ 0G8 
GUARANTEED 5 YEARS 

Pocket-size powerhouse — has 
5 powerful transistors. Slips 
easily into a pocket. Equipped 
with input jack to connect ear 
button for personal listening. 


MODEL 754 


SWIVEL BASE — Turns full circle on new 
handsome stand. Big, easy-to-read clock 
face with luminous hands. Illuminated 
tuning dial. Trouble-free printed wiring 
circuit. Packed with “‘sell-up” features. 


_ 

PLAYS ON 
MP | PENLIGHT 
™U BATTERIES 


LOOK AHEAD... aud you choste PHILCOc 
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Planning a STORE-WIDE SALE? 


A Complete a. tion Package $ FOR EVERYTHING 
... so you can "DO IT YOURSELF!” YOU NEED TO RUN 
ANY KIND of SALE! 


YES! RUN YOUR OWN SALE! 
Sample Full-Page Adv (Reduced) 


More than 5,000 Sales-Aids and Timely Ideas Sore Name STOCK LIQUIDATION SALE 

















sure to draw Crowds PUBLIC NOTICE! 5242 0N THE PREMISES! EVERYTHING A:S“GO! sm 
We can serve —— Fame hundred oe mpeest (F AIT THE WILDEST PRICE PANIC CITY'S EVER SEEN! | 
traffic items, including advertising “copy,” that will he rr a JEWELRY! gue 


make your sale a huge success! 


mI ACRIFICED? we 


Consult us in confidence. We can refer you to a _ "WE WERE WRONG—Wi WE ARE ~: = 
of Jewelers who have run Successful and Profitable Sales BEL Car le bien ee en te tine Geammaad adh 0 


with our service. Write, wire or ‘phone for details! 
No town too small for a SUCCESSFUL SALE! 
We can recommend Experienced Sales Supervisors at 


Z ea aa 6 75s 
ia 10 A. M. TO: oe ROW - - THURSDAY gO: 


nominal fee — upon request! DIAMONDS * 
1-Day, 3-Day, or 30-Day Sale 


We Can Be of Help! 
ALL. THIS AND. MORE! 











a |: ~ PINES. — 
OUT THEY GO 























A COMPLETE SALES PROMOTION ADVERTISING 
MAT SERVICE, FLEXIBLE FOR ANY KIND OF 
SALE! HUNDREDS OF SIGNS, PENNANTS, BAN. SAVE UP TO 75°.» # DOLLAR 


NERS AND SHOW CARDS TO DRAMATIZE YOUR 
EVENT! DIE CUT DIAMOND RING AND STONE = 
RING SPECIAL SALE CARDS 200 INCLUDED! 


WORD DYNAMIC SALE ANNOUNCEMENTS! EVERY RY ARTICLE Gua a ne GOING BUSINESS § 

DIAMOND MERCHANDISE CONTEST, DOOR 

OPENER GIMMICK, TRAFFIC STUNTS, CROWD A 

GETTING IDEAS! COMPLETE SURPRISE PACK. == Name 

AGE MYSTERY BOX PLAN WITH MATS AND yore 

HOW TO SELL ‘EM BY THE THOUSANDS! A es 

DIRECT MAIL LETTER WITH COPY AND MAT: SH act now 

FREE GIFT OFFER, LUCKY PENNY IDEA, BUSHELS | A toga | e OPEN MONDAY AND THURSDAY NITES 
OF IDEAS! F*CK 2 WATCA/ cy , Spi dg 


You, foo, can jm your store with custom ers. _ came! They saw! They bought! 


RE ee 


SAVE UP TO 75°.» 2 DOLLAR 








pl me 
gl * 








J. BIELER PROMOTIONS 1101 2.01. 


29 East Madison Street (Heyworth Building) Chicago 2, Illinois - ALL PHONES: RAndolph 6-9550 
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One Out of Every Four Self-Winding ERNEST BOREL 
Watches Sold Today Is a “DATOPTIC” 


Faced with today’s tremendous competition 
from all quarters, fine jewelers everywhere 
are finding that selling “run-of-the-mill” 
watches just doesn’t get the job done. And 
more and more of them are learning daily 
that the answer is the ERNEST BOREL 
“DATOPTIC”. 


Why? Because “DATOPTIC” is NOT “just 
another watch”; it is the wnusual watch... 
the world’s only watch offering these wanted 
features! 


JUST LOOK AT THESE FEATURES: 

e Date-in-a-monocle. Gives the day’s date 
automatically, optically magnified by a tiny 
lens so you can read it at a glance. 

e Self-winding. 

e Invisible night-lighting. 

@ Modern concealed-crown styling. 

e Lifetime mainspring. 

e Water and shock resistant. 


e Precision INCASTAR Regulator for the 
correct time all the time. 


@ AND ... available to fine jewelers only! 


Write for the 1958 Ernest Borel Catalogue, available soon! 


Ernest Borel Watches, Dept. K-5 
1008 Walnut, Kansas City, Mo. 
Please tell me more about Ernest Borel watches and 
why they mean more sales for me! 


76: 


ERNEST BOREL 


WATCHES 


NEUCHATEL, SWITZERLAND 
U. S. Offices/ 1008 Wainut, Kansas City, Mo. 


SIGNED 





STORE NAME 





Ernest Borel Representatives: 

West Coast, Marcel Muller Central, Jerry Carr 
Southwest, William Seielstad East Central, Bruce Moore 
Northwest, Ralph Watten East, Andre Clainert 
West Central, Forest Seifert Southeast, Reg Raynor 


ADDRESS 
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TREASURER 
Slim billfold with bill divider 


and concealed money flap. Duplicate key 
slots. Ticket and card pockets 


(A) 86WB42 Getch: Kid Brown 
(B) 70WB42 Calf Varitone Tan 
(C) SOWB42 English Morocco Black 


Retail $10.00 
Retail $7.50 
Retail $5.00 


° 
WRITE FOR 
GENEROUS 
DISCOUNT 
SCHEDULE 


Removable 
pass-fold bar for a 
Bill divider, conc 
key slots. Matchi 


ILSHIR 


Leading Leather Crafters since 1939 
1234 So. Kingshighway + St. Louis 10, Mo. 


Plus 10% Federal Tax 


LIGATOR CLASSIFIER 
dsome, luxurious billfold with 
10vable photo-card case. Pass- 
d bar tor extra windows. 
iplicate key slots. Gold tone 





ab on pass case 


SOWROS Alligator with English Morocco Trim 
Brown 


Retail $20.00 


TREASURER and KEY CASE 


Bill divider. Concealed money flap. Ticket and card pockets 
Matching key case. Gift set in handsome box 
1OWB42 KP6Z Calf 


(A) Black, also Varitone Tan Retail $12.50 











COEPOK 
CO¢ 


f tr lete 


=, 


(r Ne } 
¢ : 


CP 
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The PAREE FRENCH PURSE 
and KEY CASE 
in lovely, feminine gift box. 
WCE K4Z Gift set 
(A) Red, also White Retail $10.00 


41WC6 ~—S- Pare French Purse-Cowhide 
Red or White Retail $6.00 


Cee Gee (ey 
LADY "after 


ILSHIRE /#> se: 


Leading Leather Crafters since 1939 
1234 Se. Kingshighway « St. Lovis 10, Mo. 


a 
WRITE FOR 
GENEROUS 
DISCOUNT 

SCHEDULE 


ADVERTISED 
NATIONALLY 
IN 
LEADING 

MAGAZINES 





CLASSIFIER 


Removable photo-card 
case with pass-fold bar for 
adding extra windows Bill di- 
vider with concealed money flap 
Double gussetted coin purse has two 
spare kev slots Gold tone bar on pass 
case, coin purse, and closing tab 
43WRO!1 Cowhide Nail Head Design-Silk Lined 

(A) Red, also White and Pink 

Retail $7.50 


4)WRO! ut wi de 
(B) White, also Red Retail $5.00 Plus 10% Federal Tax except on Cigarette Case 











A Sales Leaiae mam | a Ol 41+) 1-1, 


-- at Christmas 
- - throughout the year 


QUALITY gift ... 


"GENUINE CULTURED PEARLS 


$4/2P/39—Sterling Silver 


F4/2P/39— Gold Filled a 
U ( ne INC.. y 
| ia 


1311 LOMBARD STREET, PHILADELPHIA 47, PA. 





WHITING 
& DAVIS 


adn hth bli 


1/469 Bracelet i . 1/472 Bracelet 
2/414 Earclips . ' 2/415 Earclips 








ORS : Dee ee $7.50 ea. rt , 1/473 Bracelet 
2/416 Earclips ............................ 4.00 pr. ; 2/412 Earclips 


RETAIL PRICES 


Warm. beautiful, high in Fashion favor 


SCULPTURED COPPER blazes into Fall with sure-fire consumer appeal, 
bearing the tag that sells itself as genuine . 


Wuitinc & Davis Company, Inc.. Plainville. Mass. 











f 
-/ QUALITY-PRECISION WATCHES WITH FULL PROFIT PROTECTION 
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the name for automatic watches 
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: Superbly designed prestige* watches for men and women 
with “room to breathe” profit markup. The most. com- 
plete automatic watch line. Price protected —sold only 
through exclusively franchised jewelers. Pre-shipment test- 
ing and timing with “honest-to-goodness” one-year guar- 
antee. Nationally advertised the year ’round. Complete 
dealer aid kits. Retail price line from $49.75 to $2500.00. 


Fed. Tax Included 


a Oop on & On ©. Fn, a. oe i On; Ea 0) ee i; ee ns a ee. ©. © ee. © on a 


) | For exclusive franchise information and catalogue, write: 


ZODIAC WATCH COMPANY, 15 West 44th Street, New York 36, N. Y. 








GET EXTRA XMAS PROFITS 


“Weather Hawk.” This exciting new re- 
cording barograph is the complete ba- 
rometer. Continuous record not only 
shows trend and magnitude of pressure 
changes, but also the rate of change— 


most important in forecasting severity of 


approaching storms. 7-day chart, elec- 
trically operated. ¥ 2316 List only $49.50. 


& $ 
b i 
Maximum-Minimum Thermometer tells 
user how high and how low the temper- 
ature since last reset—also present tem- 
perature. Range from minus 30° to plus 


120°F. Easy to re-set. * 5458. List $11.95. 
(Range to minus 60°, * 5459—$13.95). 


Bookend Barometer makes a useful, un- 
usual gift. Barometer has famous STORM- 
OGUIDE* dial that gives detailed weather 
forecasts. Brass spring uncoils to hold 
up to 12” of books. * 2516. List $17.95. 
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“Consul” Combination Barometer. This 
attractive desk set tells pressure, temper- 
ature, humidity. Cloud grey *2583 or 
chocolate brown *% 2584 plastic case on 
gunmetal grey base. Elegant in home or 
office. Only $10.00 list. 


cr 
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— 
} 
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” Ds 
2 


a 


Miniature Pendant Barometer. This ex- 
quisite miniature STORMOGUIDE Ba- 
rometer has solid mahogany case and 
polished brass trim. Tells temperature, 
too. A cherished gift. * 2494. $19.50. 


*Trade Mark 


eet 


—, 
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New “Navigator” Compass. Strange roads 
or foggy waters make this a welcome 
gift for any driver or boat owner! Clear 
plastic dome. Liquid-filled for easy read- 
ing. Push-button lighting (no wires). 
Top or side reading. «2957. $6.95. 
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WITH TAYLOR'S GIFT LINE! 


7; hey ll seeem in 
the TEE... make 
sure you have em! 




























Tuts fine assortment of Taylor weather 
instruments will produce extra impulse 
sales and extra profits for you if you stock 
up on them for Christmas. Thousands of 
dealers have found that a combination 
barometer-thermometer, or an indoor- 

~ : | outdoor thermometer is just the thing for 
people who are looking for wnusual 
Christmas gifts. These Taylor weather 
instruments are high quality, precision 
instruments. They take very little space to 
display, and they return you big profits. 


What’s more, markdowns and returns are 





almost unknown. 

Tie-in with Taylor’s big, full-color ad in 
the POST for this Christmas season, and 
see how easy it is to make those extra 
profits with Taylor Weather Instruments. 


“Ambassador” 
Combination Barometer. 
This weather bureau for the desk, tells tem- 
perature, humidity, and barometric pressure, 
ata glance. Handsome mahogany case, 9’'x5”’. 
* 2574. List only $15.95. 


Taylor Instrument Companies, Rochester 
1, N. Y., and Toronto, Canada. 














Ashton HUMIDIGUIDE* Combination helps Casement Window Thermometer. Design- 








what the temperature is both fn and owt keep healthful humidity in the home— ed to clip easily on the outside edge of 
of the house. Easy to read and instail. tells temperature, too. Ivory-finished casement windows—and equally well on 
Range from minus 60° to plus 120°F. case, with brass bezel and easel back. automobile vent windows. Transparent 
* 5329 green, * 5330 grey. List only $6.95. 314’ square. % 5546. $2.75. Tenite plastic. 5335. $1.49. 











Taylor [nslruments MEAN ACCURACY FIRST 
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is the watchword for aXe 
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The watch that is years ahead in advanced design and accurate performance 


Here is modern watch styling and performance other 
watches will not duplicate for years to come. 

DOXA has drawn the bare expression of simple line and 
transformed it into a masterpiece that is worthy of the 
name Doxa. 

And beneath this extremely modernistic face of beauty, 
is the most highly accurate watch ever created. 

The Doxa Grafic reflects the reliability of the store in 
which it is sold. And the Doxa Grafic emphasizes the 
personality of the man for whom it is bought. 


Available in solid gold, gold plated or stainless steel. Anti- 17] 1c 
magnetic and shock-protected movement. 
DOXA is a 100% Swiss Watch — made and cased in 


Switzerland and imported to the United States complete. REPRESENTED BY: 


Reputable jewelers in selected communities are now being Lyles-Van-De Grazier Co., Inc. 
appointed. Your interest is invited. Akard and Wood Streets 


: : Dallas 1, Texas 
DOXA ... the watch that keeps up with the time. Percy F. Jones 
1513 S. Stanley Avenue 


Los Angeles 19, California 





DOXA WATCH CoO., INC., 665 FIFTH AVE., NEW YORK 22, N.Y. 
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the “"JEWELER'S LOOK” collection by Coro... AS SEEN IN THE FASHIONS OF THE TIMES MAGAZINE 
(special fashion supplement of The New York Times) 
One of a series of advertisements that is telling and selling millions of your cus- 
tomers in full-page color ads in the country's leading fashion magazines. 
it will pay you to stock CORO, THE BEST KNOWN NAME IN FASHION JEWELRY. 
For further information write Coro Inc., 47 West 34th Street, New York 1. 
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Because half of all women customers in good 
department and jewelry stores are Journal readers, 
this full-color spread in September will help create 
store traffic for Oneida Community’s new “Ballad.” 


Never underestimate the power of the No. 1 magazine 
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Ladies’ Home Journal 
new Ballad pattern! 


A pattern to recapture the spirit of romanticism 
in dining... “Ballad” will be introduced in September to the 
audience of the world’s largest women’s magazine. 


Mr. Dudley E. Sanderson, Community’s Advertising Vice-President, 
says: “By placing our advertising in Ladies’ Home Journal, we reach 
vast numbers of our potential customers. But more...we reach women 
who love the magazine they’re reading, who therefore absorb and be- 
lieve what they read. That’s why we consider the Journal our ideal 
media-buy.” 


Women almost always choose the family’s silver pattern, and there’s 
no better way to introduce a new pattern than through their favorite 
magazine—Ladies’ Home)Journal! 





In an independent survey, 200 silver buyers and merchandise 
managers of leading department and jewelry stores were asked 
which magazines would be best for advertising silverware to 
women. Ladies’ Home Journal was the overwhelming preference. 
It received 53% of the total mentions (second magazine, 34%) 
and 28% of the first-choice mentions (second magazine, 15%). 

















Women have a world of their own... 





a and a magazine of their own... 
= PARIS 


= 
eee 
~ 
FUSHEEEINS [ adios’ 
<seNRL. 
. as 38 eS 
WED 
: £ RSP ELA EASES, 
Pwr eet 
be ae 
che REL Ree) Rees 
> Gwenn Ok Oe NS 
2% Meher ST WRN eee ARE Trty se 
: S MeP eM OR TLR & BOSS SOMME » 


a A CURTIS PUBLICATION 






for women ... 








No. @ in circulation * No. @ in newsstand sales * No. @ in advertising revenue 
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Here is a superbly styled 
gentlemen’s Dress Watch ... 
Flat, very Flat—modern design— 
a truly high fashion watch 
you can sell at very popular prices. 











A COMPLETE SELECTION OF 


FINE GUREQLE WATCHES 


AVAILABLE AT 
ee a rr ee a ee ee eS 
580 FIFTH AVENUE, NEW YORK 36, N. Y. 
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Palladium profit pointers ... one of a series 


-“ 


PLATINUM METALS DIVISION” e 


Palladium is EASILY WORKED 


... another reason you can offer such impressive and appealing jewelry designs 


Jewelry palladium is easily worked by hand or machine. 
It is very ductile and can be worked hot or cold. 

In addition to facilitating the manufacture of intricate 
parts, this “easy working” helps the setting of precious 
stones and minimizes the risk of chipping gems. You'll 
need no special tools or techniques, either, for your own 
gem-setting operations. 

Thus jewelry palladium can be fashioned into impres- 


sive designs and settings . . . without excessive weight. 
And its strength assures long and satisfactory service 
for your customers. 

You'll be delighted with the many new and beautiful 
designs available in brooches, rings, bracelets and other 
pieces of palladium jewelry. At your request, we'll be 
happy to send you illustrations along with the names 


and addresses of suppliers. 


Palladium is modern... white... light... strong | | | iu m 


... all-precious ... easily worked . . . nationally advertised. 
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THE INTERNATIONAL NICKEL COMPANY, INC., 


gioi nf the ptatinum group 


67 Wall Street, New York 5, N. Y. 
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of Beautifully Simulated Pearls 


12 necklaces & 2 necklace-earring sets 


your cost *73°° your prorit *98% 


SHEL IE POWER! plus a. Extra Bonus Profit! 


TOTAL PROFIT $121.35 











Deltah's National 

Consumer Prize Contest 

will reach a magazine 

readership of 78 million, 

featuring a direct tie-in with your py 


PRIZES WORTH THOUSANDS OF DOLLARS! 


3 First Prizes — Millionaire's Vacations 
in Bermuda — in Virgin Isles — in Nassau 
97 Additional Prizes! 


plus | CBS -TV 
PRESENTATIONS ON NETWORK SHOW 





DELTAH’S CONTEST WILL INCREASE YOUR STORE TRAFFIC 
— make your community think of you at gift buying time! 


Entrants will be asked to complete 
this sentence on entry blanks 
obtainable only at your store! 


ef preter lo buy gifts at my Jewelows because 
FREE! window displays, newspaper mats, 
~.___-—-« consumer folders — you tie-in to cash-in! 


es ¥ by eR AT BETTER iW - 
only Deltah features luxurious mM. FPREEEEPPFrrrrir... 
gift cases specially designed for Sb i idddadaddd | t h 
: yor sSRLELET EET elta 


jewelry store selling and display. 








SIMULATED PEARLS 


HELLER DELTAH, INC., 411 Firth AVE, NEW YORK 








TO SELL Zippos 


FREE_ 4 new 
Dlay for gre 
Zippo Sales 













ater year-roung 


—in Plenty of time 
g Christmas Selling 












were 


IT’S ZIPPO’S 25th BIRTHDAY 


HELP YOURSELF TO A BIG SLICE OF PROFIT 
— WITH THIS BEAUTIFUL SILVER ANNIVERSARY ROTATING DISPLAY 





Here’s one of the fastest selling, most profitable merchandising 
displays you’ve ever seen. Handsome colorful case revolves at the 
touch of a finger—invites closer customer interest. Two removable 
trays allow close examination of lighters by customers. Removal 
reveals the famous Zippo Guarantee story. 


O WITH THE FAMOUS GUARANTEE 
7, ® ZIPPO MANUFACTURING COMPANY, Bradford, Pa. 
In Canada: Zippo Manufacturing Company, Canada Utd., Niagara Falls, Ont. 
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Big *8.70 SAVING plus FREE 320-Page Cook Book 


with 
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$59.95 LADY REVERE SET—big 
saving over individual items—1-at. 
covered sauce pan, 2-qt. covered 
double boiler, 4-qt. covered sauce 
pot, 8-in. covered skillet, 10-in. covered 
skillet, 4-cup egg poacher inset, 4- 
piece mixing bowl set and deluxe 
hanging rack. It’s a real profit-maker, 
well worth trading up to. Glossies and 
600 line ad mat (Form No. RW 212) 
available. 


me omen et Re PM TE Te TE Reo ’ 








this famous *39.95 REVERE WARE SET... 


Makes This The Best Account Opener in Housewares! 


Here’s an “Open Sesame” to new accounts 
if there ever was one. A set of the world’s 
most famous cooking utensils, with a 
saving of $8.70 to the customer, plus 
a FREE 320-Page Cook Book with hun- 
dreds of mouth-watering recipes. 

Feature this profit package now! It 
will work like magic in bringing in 
new accounts. 


SET INCLUDES: 
114-qt. Covered Sauce Pan 
114-qt. Double Boiler 
4-qt. Covered Sauce Pot 
7-in. Skillet 
10-in. Covered Skillet 
6 Copper Hangers 


ALL FOR AN ATTRACTIVE $39.95 
WHICH OFFERS YOUR CUSTOMERS 
A SAVING OF $8.70 OVER COST 
OF INDIVIDUAL ITEMS 
PLUS BIG, FREE COOK BOOK 


And here’s what Revere furnishes you 
to promote this set and provoke sales 
for you. Send for the details now on: 


e exciting 600 line ad mat for news- 
papers with credit selling pitch (Form 
No. RW 211) 


e Imprinted jumbo postcards (Form No. 
R 870) 


e self-mailers with attached reply cards 
(Form No. R 872) 


e attractive glossy prints 


e PLUS compact, colorful (No. 80) dis- 
play shown above—FREE with min- 
imum 6-set order! 


AND DON’T FORGET THE $19.95 
STARTER SET! Saves $2.25 over indi- 
vidual items. Consists of 1-qt. covered 
sauce pan, 114-qt. covered sauce pan, 
7-in. covered skillet and a handy utensil 
rack for hanging. Display carton. 


ACT NOW! For prompt delivery on any of the three REVERE WARE Sets in this advertisement and 


the special REVERE WARE merch 





dise-movers, call your distributor or write immediately to us. 


REVERE COPPER AND BRASS INCORPORATED 


Rome Manufacturing Company Division 


Rome, New York « Clinton, Illinois « Riverside, Cahkifornia 


SR RI HOR: 
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JEWELERS WHO SELL 
HELBROS “WHITE BOX” WATCHES 
GET THESE GREAT BENEFITS: 


White Box Helbros Watches are sold only through 
jewelers, to give you an exclusive profit advantage 
over other watch outlets. 


A brand new series of watches was designed for the 
White Box, each with distinctive styling, Lifetime 
Jewels, Unbreakable Mainspring. 


This box means business 





The White Box means extra profits for the man behind 
the counter, because Helbros offers a special—really 
special—top-profit plan. 


The White Box brings customers into your store by 
means of advertising and sales promotion material 
with built-in customer appeal. 


P.S. Jewelry store employees: Show this ad to your 
boss—it can make more money for both of you. 


Make this sensational Helbros White Box your treasure chest for the future! 


Get full details now—contact your Helbros representative or write: 


Helbros Watch Co., Inc. 
Regeney— 


S WEST 48th STREET e 


NEW YORK S6, N.Y. 











IMPERIAL CULTURED PEARLS 
THE WORLD'S MOST WANTED CULTURED PEARLS 





The enthusiastic acceptance at the summer jewelry shows 
and early fall showings of Imperial's 1957 line has again 
proven Imperial to be the world's most wanted 
cultured pearls . .. the cultured pearls your customers 


know—and are asking for. 


lf you do not have a profitable cultured pearl 
department in your store an Imperial representative can 
show you how an Imperial promotion this Fall can 
establish your store as a cultured pearl headquarters 
in your community. 

Schedule an outstanding publicity and selling event for 
your store, built around one of these Imperial cultured 
pearl show pieces: 

$250,000°° CROWN—A fabulous Pearl Masterpiece 
$100,000°9 GOWN—Contains 100,000 Imperial Cultured Pearls 
$100,000°° “MIRACLE OF THE SEA"— The World's largest 


known Pearl 


$40,00090 HANDBAG—Of Imperial Cultured Pearls, Diamonds, 
and Rubies. 


IMPERIAL PEARL SYNDICATE wW<. 


World's Largest Importers of the World's Finest Cultured Pearls 


607 Fifth Ave. 


CHICAGO DETROIT LOS ANGELES TOKYO 
5 No. Wabash Ave. 914 Michigan 607 S. Hill St. 2,3-Chome, Yotsuya 
Theatre Bidg. Shinjuka, Ku 
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Photograph courtesy of Smith and Smith. 





“oe 
Ler Ing 
HAS ITS OWN “FACETS” 


Sterling Silver has a natural beauty that lends itself 


to virtually any product, whether a simply designed 


cigarette box or an intricate piece of jewelry. Sterling 





has an elegance that its name alone conveys. Its un- 
1s a leading fabricator of Sterling Silver, Handy & 


Harman has developed and perfected many produc- changing value makes it always ad prized possession. Its 


tion techniques that enhance this metal’s exceptional distinction keeps it in universal demand. These are 
characteristics. Equally important are the quality con- 

trols which assure the uniformity of fineness, gauge the “facets”? of Sterling that make it one of the most 
and workability that designers and manufacturers ” 

have come to expect in every ounce produced by us. appealing metals in the world. 


HANDY & HARMAN 


2 FULTON SBS eaawes * 3a Lene. 28 te Be 
UPTOWN BRANCH—15 WEST 46th STREET, NEW YORK 36,N. Y. 
Quality frrectous metals since 1867 





BRIDGEPORT, CONN. @© CHICAGO, ILL. © LOS ANGELES, CALIF. © PROVIDENCE, R.t. * TORONTO, CANADA 
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TIMEX BRINGS YOU 


TIMEX 
WATERPROOF* 


95 


plus tax 


SELF-WIND 
ya = 


-. from 
] 95 
plus tax 


*as long as crystal, case and crown remain intact. 
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Timex, the world’s largest manufacturer of watches sponsors the great, 
hour-long BOB HOPE TELEVISION SHOWS for Fall and Winter 1957-58 
... featuring Bob Hope, the greatest name in entertainment... head- 
ing a sensational cast of the most imporiant stars in show business... 
selling the world’s biggest stars in the watch business. 


The TIMEX ““HOPE PROMOTION” will give you your most successful watch 
selling season ever. Plan your window displays... your counter displays 
... your streamers...your counter cards... your mailers to tie in with 
the biggest show events of the year. See your TIMEX distributor for all 


your merchandising needs. 


More people buy “Ti RAE xX than any other watch in the world! 


500 Fifth Avenue, New York 36, N. Y. + 1300 Jane St., Toronto 9, Canada 


cA See you October 6 


9-10 p.m. EDST 


Check your local newspaper for time and local NBC-TV Station 
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DURO-BILT Steel Frame Constr 


No. 1107 


9%4x6%x2. Holds 15 prs. cuff links. 
Brown w/ natural; black w/red; 


red w/ red. Retail $5 


Molded dimensional spring-hinge covers with karat gold tooled 
embossings on polished simulated leather « Brass rims « Crush- 
resistant velvet lining « Decorative tie bars and collar stay holders 
Padded non-scratch cuff link dividers 


7%x4%4x17s. 
THE CRUSADER _No. 3700 a ae sees A — 
a | Mm = 994x634x2%. Hold 15 prs. e ie ok Ae peed 
: cuff links. Has two a \ , fet aor: at 
swivel-out trays. eet 
Brown w/ natural; ; Retail $2.98 
black w/ red; 
red w/ red. 
Retail $7.98 












No. 1117 
THE PRESIDENT 





ne 


8x5%4x2. Holds 8 prs. cuff links. Brown w/ red; 
' black w/ red; red w/ red. _— Retail $3.98 


CONTACT YOUR BABCOCK WHOLESALER OR WRITE FOR NAME OF WHOLESALER IN YOUR AREA 


BA BCOCK, ENC., Offices and Showroom: 16 East 50th Street, New York 22 


Subsidiary of Babcock Box Co., inc., Attleboro, Mass. — Since 1850 











ed “COLLECTOR” [aa 
MEN’S CASES 


by 










. Duplex style cases with the new long low look 
Separate accessory sections with lift-up lids 






: Brass rims « Crush-resistant velvet lining « Padded 
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8x5%x2. Holds 12 prs. cuff links. | 
Brown w/natural; black w/ red. 9%x6¥2x2. Holds 15 prs. 
Retail $3.98 cuff links. Brown w/ natural; 
No. 2128 black w/red. 


THE GRENADIER Retail $5.98 
No. 2138 


THE BRIGADIER 
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14x5%4x2. Holds 12 prs. cuff links. 
Brown w/ natural; black w/ red. 15'4x6%x2. Holds 15 prs. cuff links. 
Retail $6.98 Brown w/natural; black w/ red. Retail $8.98 


- No. 2148 
y THE ORGANIZER 


14%4x6%x2%4. King-size catch-all chest with 

richly engraved gold tooled cover and brass fittings. 
Ample interior accessory compartments in base 

and inside of lid. Retail $12.98 


CONTACT YOUR BABCOCK WHOLESALER OR WRITE FOR NAME OF WHOLESALER IN YOUR AREA 


BABCOCK, INC., Offices and Showroom: 16 East 50th Street, New York 22 
Subsidiary of Selscach Bop Ca, tate, Aetiohorg, Mars: ~ Singer 1090 





EXTRA! 











RONSON ADVANCE 


1850 





EXTRA! 











Ronson, maker of the world’s greatest lighters and electric shavers 








FLASH! RONSON SPONSORS 
TV NEWS"! 


oast NBC Network! 


“NBC 


Coast-to-C 


Award-Winning News 
Show Sells Big For 
Ronson Starting 
September 23rd ! 


Weekly telecasts to increase pro- 
gressively up to 4 nights a week 
prior to Christmas. 


New York, Sept. |— Millions of Ronson 
prospects will be getting the latest news 
from Ronson along with the latest 
world news, starting September 23. 
“NBC-TV News” with veteran com- 
mentators Chet Huntley and David 
Brinkley brings the news to the nation 
nightly on the most honored television 
news show in history (winner of over 
50 awards). And with the world news 
as a backdrop, they'll be bringing the 
country the exciting news from Ronson 
—the exclusives on the new Ronson 
“66” shaver . . . the newest fashion beats 
in pocket and table lighters . . . and 
lighter accessories. 

Watch vour Ronson sales boom this fall. 
backed by the most distinguished, most 
dramatic news show in TV history! 
Multiple commercial impressions each 
week—selling the whole Ronson line 
will drive home the Ronson Quality- 
Value story to millions! And—those 
sales-winning commercials increase in 
frequency to a pre-Christmas-week 
build-up of 4 Ronson-sponsored-shows 
per week—just when they're most im- 
portant to you! 
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Veteran Newscasters Chet Huntley and Dave Brinkley 
Will Spark Ronson’s Big TV Sales Drive! 


Every night this famous team presents 
the world’s leading news personalities, 
from President Eisenhower to Mickey 
Mantle, on TV screens across the U.S. 
And, on the very same program, excit- 
ing Ronson sales messages will be seen 
and heard by news-hungry TV viewers. 


The dignity, drama and importance of 


““NBC-TV News” will build consumer 
confidence . . . consumer demand for 
the Ronson line of products. 


Ronson’s sponsorship of “NBC-TV 
News,” plus Ronson’s heavy schedule 
of national magazine and newspaper 
advertising will skyrocket your Ronson 
sales during your biggest selling season. 


ENG. 


~ 


“ 
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Mixette 
Colors, $19.95 retail. 
Chrome, $22.95 retail. 


Electric Food Grinder 
$39.95 retail. 


Home Drink Mixer 


White, $22.95 retail. 
Chrome, $27.95 retail. 


Automatic Fry Pans 
12” Family Size, $22.95 retail. 
11” Medium Gift Size, $19.95 retail. 


Polished Aluminum Covers. $3.50 and $3.00 retail 
Copper-Finish Covers. $4.00 and $3.50 retail 


$5 in bonus profit—with every 5 you buy! 
Write your own deal! With every five Hamilton 
Beach appliances you buy—any assortment and at 
full discount—you get a $5 credit certificate good 
on your next purchase! In effect, a bonus profit of 
$5! And you can write the same deal as often as 


Food Mixer 
White, $44.95 retail. 
Chrome, $54.95 retail. 


New “DEEP CLEAN” 
Cleaner, $79.50 retail, 
with attachments. 


Twin-Bed Size 
Single Control 
$29:95 retail 


Double-Bed Size 
Single Control. 
$34.95 retail 


Double-Bed Size 
Dual Controls 
$44.95 retay 


New Electric Blanket with exclusive 
“SLEEPIN' BEACON” Control 


Liqui-Blender 
White, $42.95 retail. 
Chrome, $47.95 retail. 


Automatic Toaster 
$19.95 retail. 


you like—with every 5 you'll get a $5 credit! 
And remember, we’re putting our advertising 
dollars right on your doorstep . . . with a campaign 


that will reach TWENTY-FIVE MILLION 


people! Your customers will be among them! 
Now’s the time to order from your wholesaler 


“HAMILTON BEACH 


HAMILTON BEACH COMPANY, A Division of SCOVILL Manufacturing Co. 
RACINE, WISCONSIN 
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e the FREE sales power of the biggest advertising 


. campaign in Hamilton Beach history! 


Fabily 


ALK BRIDE: 


THE LINE WITH 9 TO 1 SALES LEVERAGE! 
seoee LO Only Fy car quarantee in the business ! 


JEWELERS’ CIRCULAR-KEYSTONE, SEPTEMBER 1957 67 





THE WORLD'S it Generel WATCH 


TEN WORLD'S FAIR GRAND PRIZES * 28 GOLD MEDAL AWARDS 


HIGHEST HONORS FOR ACCURACY FROM GOVERNMENT OBSERVATORIES 


OFFICIAL WATCH FOR TIMING CHAMPIONSHIP SPORTS THE WORLD OVER | 


THE First WATe 


THrs .is 


@he year co upgrade your quality watch selling. Longines- 
Wittnauer’s dynamic national advertising unlocks vast oppor- 
tunities to upgrade your Fall-into-Christmas peak watch selling. 
The Longines-W ittnauer campaign is the largest in the field of 
finest quality watches— advertisements will appear consistently, 
week after week, in the giant national magazines—with a 
ewe” of 155 628,667, augmented by Sunday newspaper 

tSewith a me rem of 36, eat 31h: Look for the 


SINCE 


NE W.:-¥ O 2S 





H OF AVIATION, EXPLORATION AND SCIENCE 


THE YEAR [Oo UPGRADE 


READER § DIGEST, LIFE, SATURDAY EVENING POST, LOOK, TIME, 
NEWSWEEK, VOGUE, HARPER'S BAZAAR, FORTUNE, NEW YORK 
TIMES MAGAZINE and the SUNDAY SUPPLEMENTS OF 93 LEAD- 
ING NEWSPAPERS. @ Magazines are but one facet of Longines- 
Wittnauer's powerful year - round ee which in its 


ing is at your service, alias Rady to am you appradé your sell- 
ing, enhance your prestige and increase your volume and profit. 


1866 MAKER OF WATCHES OF 
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B* THEIR PLATES ye shall know 
them: In 1917 Woodrow Wilson 
ordered a new service of china for use 
in the White House. In the center of 
the plates was the President’s seal in 
raised 24-karat gold, and around the 
rim appeared 48 stars. 

Presidents Harding, Coolidge and 
Hoover were content to use this same 
china; but their ebullient successor 
changed it, as he changed many other 
things. The new design, matching the 
picturesque F.D.R. personality, bore a 
star-studded band of cobalt at the rim, 
and a rose and plume adapted from 
the Roosevelt coat of arms. 

Mr. Truman again changed the ser- 
vice. During his administration the 
White House china had the Presi- 
dential seal etched in gold surrounded 
by a border of teal green. 

Early in 1956 President and Mrs. 
Eisenhower selected plates with the 
entire rim covered with pure coin gold 
and an intricate raised gold medallion 
pattern. The official seal appears in 
the center. Eight separate firings were 
used to create the service. 


} ucKkoo Capers—Ornamental cuck- 
oos are made so realistically chese 
days they’re often mistaken for the 
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SPEAKING OF THE JEWELRY TRADE 


live kind by birds of different feather. 

In Cleveland, O., for instance, Mrs. 
Marie Bounce opened a window and a 
robin flew in and perched atop the 
cuckoo clock and struck up a friend- 





ship with the wooden cuckoo. After 
a Cleveland News photographer took 
a picture and recorded the one-way 
conversation between the two birds, 
the robin took a long inquiring look 
at the cuckoo, as if to say, “O.K., if 
you don’t want to talk, the heck with 
you,” and took off. 


a PACE with the pacer: There 
are moralists who say horses are 
nobler than the men who handle them. 
There are beauty experts who say they 
are handsomer. Before long, fashion 
connoisseurs will be saying they are 
better dressed. At least, that’s the fear 
of Jeweler Paul de Vries. 

Earlier this year, while vacationing 


in Arizona, Paul saw horses sporting 
regalia valued up to $10,000, and 
riders looking dowdy by comparison. 
He decided to do something about it. 

He designed a four-and-a-half-inch 
sterling-silver belt buckle, trimmed in 
gold and set with two carats’ worth of 
diamonds, rubies and sapphires, and 
it's available in his San Francisco 
store on Post Street. 

Now if Young Lochinvar cares 
enough about his midriff to adorn it 
with such finery, he may not succeed 
completely in keeping up with his 
horse. But at least, the horse will no 
longer blush to have him on his back. 


ao RICHES in a little room”: 
The area is 15 by 20 feet. Just 
inside the entrance stands a terrestrial 
globe three feet high with its pedestal 
and 18 inches in diameter. It is made 
of gold and completely covered with 
precious stones. The continents are 
rubies, the seas emeralds, and the 
ecliptic is marked out in diamonds. 
The stones range from the size of a 
large pea to one inch square. 

In two cases set out from the walls 
are two great imperial crowns, one 
covered almost entirely with large 
pearls, the other with diamonds. Wal! 
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STOCK BOXES tHat Look 
LIKE Custom Desigue 


MASON stocks 

three different lines 

of costume jewelry 

boxes artistically 

designed and fin- 

ished with the same 

3 care accorded the 

Write for ye finest custom job. 


Full Color Illus- 
trated Folder 


With Prices of TH On. BOX CO. 
All Stock Boxes 523 MT. HOPE STREET 
ATTLEBORO FALLS, MASSACHUSETTS 


aa e Kosary O 
the Wlonth : 


Crafted by specialists in 
Religious Goods. All are 
Sterling Silver with finest 
rosary beads. Gift pack- 
aged. Ask your whole 
saler for Catamore. 


R316—Mother of Pear], 
Sterling Silver cross 
and center, hand en 
graved, Gift Boxed 
Price $9.90 Retail. 


resenting 


N outstanding example of the unexcelled 
craftsmanship for which LaMode is justifiably 


famous... 


Ox 


ee 


5767 Sterling silver photo ident 
bracelet $10.00 


5768 Gold filled $11.00 


ai we : ~~ 
maa MASS. 











©» Remembrance 
== Bracelets 


ina wide variety 
of chain designs 





Available in 


Sterling Silver * 1/20-12 K.G.F. 





‘ 10K and 14K yt, f 
a oy. 
f er rrr cet /} 
4, és : é z } 
LiLo 
laid 
vi SOLD THRU LEADING WHOLESALERS 


AUTOMATIC CHAIN CO. © Providence, R. lL. 
NEW YORK + CHICAGO * LOS ANGELES 


SEPTEMBER 
BAND OF 
THE MONTH 


a 5 NS a SE SR |) 


This new luxuriously slim ee band will enhance the 
finest watch. Available in 1/20 !0K yellow Gold 
Filled or Stainless Steel. 


Ask your wholesaler to show you our complete line of men's, 
ladies’ and children's watchbands and expansion idents 


WATCHBANDS, INC. 


NORTH ATTLEBORO, MASSACHUSETTS 





Tecliltmelalem ad tei 
10 K GOLD RINGS 


Genuine onyx initial ring with 
interchangeable initial. 
No. R328/1 
$30.00 each Keystone 


Eastern Star with synthetic stone 


points. 
No. R822 


$18.00 each Keystone 


IRONS & RUSSELL CO. 
PROVIDENCE * RHODE ISLAND 


Emblems since 1861 
through your Wholesaler 






































cases hold dozens of swords and dag- 
gers, their sheaths completely covered 
with jewels. 

The most famous and _ valuable 
single stone in the collection is a great 
rectangular diamond known as the 
Darya-i-Nur or “Sea of Light.” It 
weighs 184 carats. 

More impressive, however, than any 
single item is the profusion. Count- 
less strands of pearls, ranging from 
tiny seed pearls to some of consider- 
able size, hang from the walls; and 
cases in the middle of the room hold 
rubies, diamonds and emeralds piled 
up like dried peas or heaped into 
plain glass bowls. 

This astonishing welter of wealth is 
in a vault of the Bank Melli, or Na- 
tional Bank, at the Iranian capital of 
Teheran. It is the crown jewels of the 
country. The collection is an impor- 
tant element in the nation’s currency 
cover, but no one knows its worth. A 
governor of the bank once remarked 
that it is impossible to appraise the 
pieces because if an effort were made 
to realize their value in cash, it would 
knock the bottom out of the world 
gem market. 

When the vault is opened, num- 
bers of gendarmes are deployed 
around the entrance. Visitors surren- 
der their invitations and go in through 
large iron doors to a little anteroom 
where the five trustees of the jewels 
sit at a table. They are all prominent 
and busy men, but all five are re- 


\T 1S NOW FIVE 
O'CLOCK AND THERE 


a 
¢ STILL A BALANCE ~ C4 


$Q°° DUE ON THIS / © 
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quired to be present when the vault is 
opened and must stay until it is 
locked. 

The Iranian government is now 
preparing a better and more roomy 
setting for the fabulous collection. One 
wonders if it will be as impressive as 
in its present breath-taking confusion. 


Bae CASE of the elderly gent: One 
day a very dignified elderly gen- 
tleman came into Ross Jewelers in San 
Diego and asked to see some jewelry 
cases. 

The salesman showed him a number 
of cases, but each one was either too 
large or too small or too shallow or 
too deep. Finally one seemed to ap- 
peal to him. He reached into his 
pocket, took out a set of false teeth 
and dropped them in. “This case will 
do,” he said. 


we TAKING what—or whom? 
A few years ago Henri’s Jewelry 
Shop in Littleton, Colo., sold a watch 
to a customer who subsequently de- 
clared himself a bankrupt. Henri’s 
name was included among _ the 
creditors. 

Recently the customer appeared 
again at the store, shopping for 
watches. He selected one, saying that 
he would like to trade in the one he 
had bought there several years ago. 
“What allowance,” he asked, “will you 
give me on the old one?” 
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Yawn 
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"| knew we should have waited until we could pay cash for it!" 
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(om Locks and the bar: In the 
stick-’em-up days of the old roar- 
ing West some operators gathered in 
their share of gold without violence. 
One of these was a bartender with a 
leonine mane of golden hair and 
matching beard. When miners came 
in to buy drinks, they offered their 
pouches of gold dust, as was the cus- 
tom: one drink, one pinch of dust. 
Old Lion Mane always moistened 
his thumb before taking the pinch. 
Then after dropping the dust into the 





till, he would pull his thumb and fore- 
finger through his beard. 

When his beard began to sag with 
the accumulated particles of gold, he 
would run his fingers through his long 
yellow hair. 

Each night he “panned” both hair 
and beard to the tune of some $30 a 
day—considerably more than many 
an honest miner earned after hours of 
back-breaking labor. 


ONT BOTHER about the bill: A 

young woman about to be mar- 
ried came into the store of John Parian 
& Son in Clifton, N. J., to select gifts 
for her bridesmaids. After looking for 
a while, she selected rhinestone chok- 
ers. But she needed three and Mr. 
Parian had only two. 

He promised delivery of the third 
choker in time for the wedding and 
made out a bill for the three chokers. 
When he asked for a deposit, the 
young woman said, “No, I don’t want 
to buy them. I just want to borrow 
them until after the wedding.” 


— N’ ROLLED GOLD: We learn 
that Mr. Presley appeared recent- 
ly at the Chicago International Amphi- 
theater wearing a $2,500 gold-leaf suit 
and a $100 pair of golden slippers. 

On this occasion the gone guy out- 
did even himself in sending ’em and 
wowing ‘em. His 12,000-odd teen-age 
adorers shrieked and threw things and 
stormed the stage. One swung her 
purse at a cop, missed him and hit an 
usher who was taken to the hospital. 

How much the suit and slippers con- 
tributed to this result we really could- 
n’t say. 
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Do you know why you 


© WE ARE ASKING A LOT in the big type across 
the top of these pages. 

No matter how new you are in the business, 
you know some of the answer—just from talking 
to your customers. But no matter how long you’ve 
been a jeweler, you will certainly admit that you 
don’t know all of the answer. 

Here is something, then, that every jeweler in 
America wants to know more about, in self- 
defense against growing competition from all 
sorts of stores. 

Merely asking yourself, “Why Don’t You Sell 
More Watches?” brings a host of other questions 
into your mind. For instance: 
°¢ © What is the biggest threat to the jeweler’s 
watch business? Discount houses? Cut-rate 
jewelers? False labeling of list prices by manu- 
facturers? Mail order competition? 
© © Do you have to cut prices to meet cut-price 
competition? How many other jewelers mark 
down their prices and accept trade-ins as a 
regular practice? Is price cutting, by any name, 
an intelligent, long-term solution? 

° ¢ Exactly how bad is discount house competi- 
tion, anyway? Do such stores sell more watches 
these days than department stores? What kind 
of people buy watches from discount houses— 
the younger folks or their parents? Low-income 
families or your wealthier clientele? 

¢ ¢ What is your best sales appeal—your store’s 
reputation, your large selection, good service, 
a guarantee, or an easy-payment plan? Or is it 
“reasonable price,” a markdown or a discount? 

° ¢ Speaking of honesty, how does the public 
rate you, in comparison with other merchants? 
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How “honest” are department stores, druggists 
and discount houses? 
© © Do you think of watch sales as a grand total 


on the cash register—or as a series of individual 
sales, motivated by several different sets of rea- 
sons? 

© © Do you know which appeals (price, style, 
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No ONE JEWELER, in all probability, can answer 
all of these questions to his own satisfaction. 
Fortunately, detailed answers are on hand from 
1000 outlets that sell watches, including hundreds 


of jewelers in all parts of the country. 


And other answers have been collected from 
the general public to find out what Americans as 
a whole think about watches and the stores that 


sell them. 


The Retailer Opinion Study was conducted by 


Audits & Surveys, Inc. The Consumer Study was 


prestige, etc.) register most strongly with men, 
and which register most strongly with women? 
(If you were sure about this, you might sell more 
watches by slanting half of your ads and window 
displays towards men and half towards women. 
Men and women do not buy for the same reasons.) 
e ¢ Is one sex more apt to buy on the spur of the 
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operated by National Family Opinion, Inc., which 
maintains panels of U. S. families for research 
purposes. Both questionnaires were developed by 
the research department of Foote, Cone & 


Belding, on behalf of its clients, the Watchmakers 


IN A SERIES OF ARTICLES starting next month, 


the editors of JC-K will analyze the two surveys. 


series you'll know how to sell more watches. 

















don't sell more watchesr 


moment? If so, it would be good strategy to get 
plenty of sales appeal for that sex into your 
window displays. 

°e © Are there other differences in sales psy- 
chology between people who buy watches for gifts 
and people who buy watches for their own use? 
(Because many watches are bought as gifts, it’s 








of Switzerland, who financed the entire work. 


We predict that when you finish reading the 


vital for a jeweler to know what factors appeal 
most strongly to gift-minded buyers.) 

e ¢ Christmas and graduation, of course, are 
when most watches are bought as gifts. But how 
iniportant are birthdays and anniversaries? In 
ol.her words, should the gift idea be stressed the 
year round? 
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e ¢ What part of your public has no watch in 
working order—or no watch at all? How many 
now are making do with watches 10 years old, or 
20? How many watch owners are unhappy with 
the watch they have? Are they bothered more by 
the fact that it doesn’t keep time or the fact that 
it looks old fashioned? (You should know, or you 
may be making the wrong sales pitch.) 
¢ @¢ What do people in your part of the country 
think is a reasonable price for a quality watch? 
How many intend to buy a low-priced watch that 
may last for only a year or so, and then replace 
it? (Should you give serious consideration to pin- 
levers ?) 
e @ Many people, of course, want watches that 
are self-winding, water-resistant, shock-proof 
and anti-magnetic. But should you push alarm 
watches, chronographs and chronometers? Is the 
public really interested in those features today? 
¢ © How many watch brands do other stores of 
your size carry in stock? Is it wiser to specialize 
in only a few, or to carry more than ten, as some 
stores do? 
© © Which of these ideas would be of greatest 
help to your watch department: 

A campaign to promote regular inspection and 
maintenance of high-grade watches? 

A campaign to promote the idea of two watches 
—one for every day and one for special occasions? 

A seal to identify watches with jewel-lever 
movements? 

A campaign to sell self-winding watches to the 
millions who don’t have them? 

A system of annual new designs, dated like 
new automobiles, with trade-ins on old models 
according to age and condition? 




















MEET THE MEN WHO LEAD THE 


This is the story of RJA, the united association—of one 


man’s vision ten years ago... of other men’s devotion to that 





Goldberg 
Weisfield 


Jenkins 


Dreifus 
Greenberg 
Rudolph 


® IN THREE BRIEF, SOLEMN MINUTES, the Retail 
Jewelers of America, Inc., came into being—one 
organization succeeding the American National 
Retail Jewelers Association and the National 
Jewelers Association. 

But it had taken three long years of negotia- 
tion between the two old associations to bring 
the merger to pass—and that was part of the 
reason why the formality of installing the first 
set of RJA officers was so impressive. 

The short ceremony was held at the Waldorf- 
Astoria Hotel in New York on Thursday morn- 
ing, Aug. 15, during the last day of ANRJA’s 
52nd and last convention as a separate body. 
The officers had been chosen by the board of 
directors at Chicago on Monday, July 29, during 
NJA’s 30th and last convention as a separate 
unit. 

Myron Everts of Dallas was the installing 
officer. One by one he called the names of RJA 
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Wasserman 
Olsen 
Brecht 


officers and directors, and asked them to stand 
in line in this order: 

Arnold A. Schiffman of Schiffman’s, Inc., 
Greensboro, N. C., president. 

William S. Preston, Sr., of F. J. Preston & Son, 
Inc., Burlington, Vt., first vice president. 

Howard I. Michaels of Michaels Jewelers, New 
Haven, vice-president. 

Herman Wasserman of the Watch Shop 
Jewelers, Louisville, vice-president. 

Oscar Kind, Jr., of S. Kind & Sons, Philadel- 
phia, secretary. 

Jay C. Lighterman of Tappin’s, Inc., Newark, 
treasurer. 

Charles N. Isaac of New York, executive vice- 
president. 

And the following directors: Sol Blickman, 
Indianapolis; Oliver R. Brecht, Baltimore; Fred 
B. Dreifus, Memphis; Harry R. Gerber, White 
Plains, N. Y.; Hyman A. Goldberg, Portsmouth, 
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RETAIL JEWELERS OF AMERICA 


vision during months of negotiation ... and of a team now 


Schiffman Gerber 
Manning Wright 
Isaac Preston Kind 


Va.; Seymour Greenberg, Yonkers; Durward 
Howes III, Pasadena; Oliver A. Jenkins, Jackson- 
ville; Lewis H. Manning, Detroit; Earl F. Mc- 
Connell, Oakland City, Ind.; Clarence Olsen, 
Chicago; Rudolph J. Ortmann, Charleston; Ben- 
jamin G. Rudolph, Syracuse; William H. Shreve, 
Boston; Lester Thomas, Findlay, Ohio; Kenneth 
I. Van Cott, Binghamton; Leo Weisfield, Seattle, 
and William M. Wright, Silver Spring, Md. 


“YOU GENTLEMEN have been signally honored 
by the jewelers of America,” Mr. Everts said as 
the 25 men stood shoulder to shoulder in one 
long line, facing him and the audience. “To you 
has been entrusted the job of truly guiding this 
new ship through the uncharted year ahead. 
Will you raise your right hand? 

“Will you solemnly promise to the very best 
of your ability to always represent each and 
every jeweler in America as you strive for the 
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pledged “to represent each and every jeweler in America 





| McConnell Shreve 
Van Cott 


Blickman 
Howes 
Thomas 


good of all, in the fulfillment of your duties as 
an officer of the Retail Jewelers of America? If 
you do so solemnly swear, say, ‘I do.’ 

“Gentlemen, you have been entrusted with a 
great task this first year. You will have unknown 
obstacles to overcome. It will take men of love, 
kind men, tolerant men, men of good will, gentle- 
men, understanding men, men of great vision.” 

Turning to the audience, he added: “Even 
with all of this, these men will need all the help 
and understanding that you and I can give them, 
and they will need even more than that.” 

He asked Mr. VanCott to read a prayer, which 
included these words: 

“Bring to each director firm determination to 
consider the good of all members at all times... 
Preserve in all our minds the wonderful heritage 
of the jewelry business . . . Bring to fruition 
our hopes and plans for a strong, united organi- 
zation.” 


























If Fred Drei- 
fus of the Executive Committee is one of the two chief 
Founding Fathers of RJA, because of the plan he pro- 
posed a decade ago, then Arnold Schiffman is the other. 
For no one worked as consistently, as zealously—yet as 
quietly—ironing out the knotty problems attending con- 
solidation as has this Greensboro, N. C., jeweler. The 
true and complete story of how Arnold Schiffman’s con- 
tributions in time, effort and tactical skills leveled the 
personal and material problems of amalgamation will 
probably never be written. It will certainly never be 
written by Arnold Schiffman; because of his very nature. 
For it was his innate modesty which enabled him to 
balance the elements involved in the consolidation and 
establish harmony on the basis of mutual interests. The 
new association is fortunate in having a man with such 
personal attributes as Arnold Schiffman to guide it 
through its initial period. His experience as business man, 
organization worker, civil leader and family man will 
serve the trade well. Camille, his wife, will be called 
upon to continue her sacrifices for his outside interests. 
Here are some of these activities: Mr. Schiffman has been 
president of the Greensboro Merchants Association, North 
Carolina RJA, the ANRJA and district governor of Ro- 
tary. He is now president of the Greensboro Chamber of 
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Commerce, a member of the advisory board of Guilford 
College, and continues his active interest in Boy Scout 
work. He is a member of Guilford Lodge 656, Greens- 
boro Sales Executive Club, Merchants and Manufacturers 
Club, Temple Emanuel of Greensboro and Oasis Shrine. 
All of this while he has been head of his jewelry business, 
famous throughout the South for its fine jewelry (Schiff- 
man became a Certified Gemologist of the AGS in 1943). 
Schiffman’s, Inc., had two pieces selected for Diamonds 
USA Awards-1956. Arnold’s father, Simon, founder of 
the business, was born in Germany; became a watchmaker 
and worker in fine metals. He opened his Greensboro 
jewelry store in 1893. In 1918 Arnold assumed complete 
management. He was educated at the University of North 
Carolina and Columbia, where he specialized in min- 
eralogy and gems. Arnold and Camille have a daughter 
teaching at University of Georgia; one son, a star on the 
swimming team of University of North Carolina, and 
another son, a leading light of the swimming team at 
Greensboro High. 


(Continued ) 


The meeting ended with those vows and that 
prayer. 


WERE 30 YEARS OF FEUDING between so-called 
“cash” jewelers and credit jewelers also ending? 
Was a curtain ringing down on antagonism that 
began in the Twenties when a number of in- 
stalment jewelers, feeling that they had been 
cold-shouldered by ANRJA, decided to form their 
own organization? 

Many men have done their best to resolve the 
difference between the two sides. H. A. Gold- 
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This 
energetic man is head of F. J. Preston & Son, Inc., in Burling- 
ton, Vt. He’s a third-generation jeweler and his son, Major 
William S. Preston, Jr., is a fourth. Because of his activity in 
ANRJA, the Vermont RJA, the Jewelry Industry Council and 
the American Gem Society he is widely known to jewelers every- 
where. His integrity and sense of humor are illustrated in the 
now famous story of the customer who bought a $400 diamond 
ring from the Preston store and then took the ring to another 
jeweler for appraisal. This jeweler said the ring wasn’t worth 
more than $100. Bewildered, the customer returned to Mr. 
Preston who gave him this advice: “Take the ring back to that 
man and tell him you want a pair of earrings for your wife, 
using this diamond and another exactly like it, and see what he 
says.” The conclusion of the story is obvious. Mr. Preston 
believes in staff teamwork. He entertains his six employees— 
his “merchandising board,” as he calls them—at dinner once a 
month, and each person talks frankly about whatever is on Lis 
mind. Each, moreover, is required to have his own personal 
subscription to JC-K and to be familiar with every item in each 
issue. Mr. Preston has headed the Vermont Fish and Game 
Commission for four years and is now vice-chairman of the New 
York-Vermont Interstate Commission on the Lake Champlain 
Basin. At 63 he is interested in conservation, forestry, fishing, 
boating (both ice and wet), the Masons and the Methodist 
Church. He has two children and six grandchildren. 
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berg, NJA president, named two of them at the 
Chicago convention when he said, “There are 
two daddies of the Coordinating Committee, and 


ANRJA in 1951-53 and Arnold Schiffman who 
headed ANRJA in 1953-54 knew Dreifus well 
and remembered his plan. In August, 1954, 









they are Arnold Schiffman and Fred Dreifus.”’ 

When the history of the jewelry industry is 
written some day, it will point out that the merg- 
er of 1957 had its roots in the “Dreifus Plan” 
of a decade earlier. This was a proposal by Fred 
Bb. Dreifus, a credit jeweler in Memphis, for liai- 
son at least between the two associations. It failed 
at the time, but the idea did not die. 

Both Leo Henebry who was president of 
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Schiffman asked Oscar Kind Jr. to succeed him as 
president, in order to continue the work towards 
amalgamation, and it was known that NJA was 
willing to help lay the groundwork. 


THE COORDINATING COMMITTEE, established 
three years ago during the ANRJA convention 
in New York, held its first meeting on Aug. 10, 
1954. Henebry, Schiffman, Kind and Howard 
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He is head of Michaels 
Jewelers of New Haven, a firm that was established before the turn 
of the century in Halifax, Nova Scotia, by Abraham Michaels. All of 
the founder’s male descendants, through three generations, have been 
actively engaged in the family business. Mr. Michaels is a graduate 
of Culver Military Academy and of Yale University. For the past ten 
years he has devoted great energy to trade-organization work, being 
successively director of the Connecticut State Jewelers Association, 
president of the Connecticut RJA, a director of ANRJA, a member of 
the Coordinating Committee, a director of the Jewelers Vigilance Com- 
mittee, finance chairman of the Jewelry Industry Tax Committee, and 
a director of RJA. Mr. Michaels is a calm, deliberate man and his 
warm personality has won him hosts of friends. His mind is razor 
edged and realistic, but it is also so open and tolerant that he has a 
ready understanding of “the other fellow’s point of view.” His hobby 


is hunting upland game. He is the father of five daughters. 


Michaels represented ANRJA. Goldberg, Sey- 
mour Greenberg, B. G. Rudolph and the late Irv- 
ing Wolfgang represented the NJA. 

The eight men appointed Philip Hoffman, a 
New York attorney who had worked with the 
Jewelry Industry Tax Committee, as their im- 
partial chairman. 

Here is the three-year story of the Coordinat- 
ing Committee, partly as told by Hoffman at 
the recent conventions and partly as remembered 
by some of the committeemen: 

“Our first job was to see if common policies 
could be developed to meet common problems. 
It was a trial marriage to see if people from the 
two sides could learn to think alike. We had to 
‘sell’ ourselves to each other to learn that the 
other side didn’t have horns and tails. 

“We discussed industry-wide problems, such as 
fair trade, the excise tax, and the possibility of 
stand-by price controls. At this point, one brave 
man suggested that the trial marriage go on 
forever. 

“Here all hell broke loose. Suddenly it seemed 
as if nobody trusted anybody. There was mis- 
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trust of one group for the other, and mistrust 
within each group. Some felt that merging two 
associations was like merging two businesses. 
The problem of representation was a hurdle. 

“Safeguards were thought up to _ protect 
various interests. It was suggested that the 
board be divided into two parts, one for credit 
jewelers and one for what are called cash 
jewelers. It would be a problem, of course, to 
define one kind of jeweler from the other. And 
what if some Judas jumped from one set of direc- 
tors to the other, making a 13-11 majority on 
the board? The board might have to decide every- 
thing by a substantial majority, to avoid that 
danger! 

“The inevitable happened a year ago. Hoff- 
man was informed that his services with the 
Coordinating Committee were about over. The 
participants had agreed to disagree. 

“But the members held one ‘final’ meeting at 
Chicago during the NJA convention of 1956, and 
settled two basic policies: (1) Merging into a 
single organization was good logic, for many 
reasons; (2) let’s merge first, and adjust our 
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differences afterwards. 

“Fred Dreifus and Harry Gerber, soon to 
start his term as ANRJA president, were added 
to the committee. It now had 10, instead of 
eight members. 

“We reconvened and set out on the long road 
of actual merger. We developed by-laws; we 
adopted policies in numberless meetings; we 
wrote the first draft of the constitution last 
October, and three more drafts after that. 

“Out the window went all built-in controls to 
protect special interests. True, there was an 
equal board, but beyond that everything would 
be decided by majority vote either of the board or 
of the membership.” 


RJA WAS INCORPORATED last spring with 24 


directors. Half of the RJA directors are the 
same 12 men who constitute ANRJA’s present 
board of directors. The other 12 were chosen 
by NJA from its present 24-man board of direc- 
tors. 

Till now the directors of RJA have met twice 
—the first time in Chicago on July 29 when they 
accepted the constitution and chose officers, and 
the second time in New York on Aug. 15 after 
the installation of officers. 

In its present version, the constitution pro- 
vides for two numerically equal groups of direc- 
tors—one group being “Class A”’ (i.e., represent- 
ing the ANRJA element) and the other being 
“Class B” (i.e., representing the NJA element). 

“Much may need change in the by-laws,” said 
Attorney Philip E. Hoffman, the chairman of 
the Coordinating Committee. “But there is not 
a sentence or a comma that did not cause birth 
pains. The ten men worked over each provision 
for hours, sometimes for days. We want your 
criticisms and suggestions, but we want them 
to be constructive.” 

The constitution can be amended by a 

(please turn page) 
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selling jewelry on the installment plan. 





Unlike some 
associates, he was not born with a diamond in his mouth. 
In 1940 at the age of 26 he opened the Watch Shop in Louis- 
ville, Ky., his home town. A watchmaker by trade, he did 
the bench work while his wife took care of other details. 
Several years later he moved to larger quarters and began 
This form of busi- 
ness being new to him, he attended a course in jewelry- 
store merchandising and management at New York Univer. 
sity where he made such an impression that the University 
called him back as a lecturer. In 1952 he was elected a direc- 
tor of NJA and in 1955 vice-president. He was a member of 
the Coordinating Committee that worked out the merger 
with ANRJA. Mr. Wasserman concedes that he has no time 
for hobbies in the ordinary sense. “I’ve never been able to 
convince myself,” he says, “that it is possible for me to be 
a 40-hour-a-week jeweler.” His extra-jewelry activities 
have, however, included work on the United Jewish Appeal, 
the Red Cross and the Community Chest. Also for the past 
five years he has been president of one of the largest syna- 
gogues in his community, and he is immediate past chair- 
man of a highly successful Bonds for Israel campaign. Today 
at the age of 43 Mr. Wasserman is a bright, aggressive, 
friendly man with a son 17 and a daughter 12. 





Born into the jewelry business, he has 
been surrounded by it for the past 48 years. At the age of 21 he received 
his degree of B.S. in Economics at the University of Pennsylvania and 
immediately assumed an active part in the family business on Chestnut 
St. in Philadelphia. In 1937 he became vice-president of S. Kind & Sons, 
and in 1949 president. Mr. Kind has been an indefatigable worker in 
trade-association work, holding many responsible offices including the presi- 
dency of the American Gem Society (1953-54) and the presidency of 
ANRJA (1955-56). Like his predecessor in the latter position, Arnold 
Schiffman, he felt that rival organizations could not best serve the inter- 
ests of retail jewelers, so he has been a prime mover in amalgamating 
them. Mr. Kind has deep love and respect for products of the jeweler’s 
" art. “I have always,” he says, “considered my vocation my avocation.”’ 
i Apart from jewelry, Mr. Kind’s chief interest is boys’ activities, especially 
the Boy Scouts. Since 1955 he has been a board member of the Police 

Athletic League. He served on the Coordinating Committee for three vears. 


majority vote of the members or a three-fourths 
vote of the entire board of directors. 


MANY MAJOR MATTERS, including a system for 
dues and a campaign to boost total membership 
to perhaps 10,000, are still unsettled. They will 
be decided through conferences with officers of 
regional, state and local jewelers’ organizations. 

Howard I. Michaels of Michael’s, Jewelers, 
New Haven, heads the RJA committee on mem- 
bership and related matters. Others on the com- 
mittee are B. G. Rudolph, Rudolph Bros., Syra- 
cuse; Herman Wasserman, Watch Shop Jewelers, 
Inc., Louisville; Lester Thomas, Findlay, Ohio, 
and Rudolph J. Ortmann, Adams & Ortmann, 
Charleston, S. C. 

Speaking for 45 presidents and secretaries of 
state and local organizations who met in Chicago 
on July 30, Clarence Moses, managing director 
of the Ohio RJA, said: “State organizations 
don’t want to be satellites; we want to stand on 
our own feet as part of a great, democratic 
national association.” 

Later, a subcommittee of these officers, drew 


up several proposals. They suggested that the 
RJA directors be divided into 12 regions, with 
each region electing one director, in addition to 
12 directors-at-large. They suggested that the 
presidents and executive officers of affiliated 
organizations should form an Advisory Council, 
to the RJA board. The Council would meet at 
least once a year and would name a three-man 
committee to sit in at all meetings of the RJA 
directors. They suggested that membership dues 
should be collected jointly by either RJA or the 
affiliated association, whichever the latter pre- 
ferred. They suggested cooperative membership 
drives. And they suggested that dues for RJA 
members who do not belong to an affiliated state 
association should include a sum equal to the 
state association dues; RJA would be expected 
to remit that sum to the state association. 


A POLICY ABOUT TRADE SHOWS must also be de- 
cided. Promptly after his election as president, 
Arnold A. Schiffman appointed the following as 
members of the Convention and Trade Show 
Committee: William S. Preston, Sr., chairman; 
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Sol Blickman, Lewis H. Manning, Clarence Olsen, 
Rudolph J. Ortmann and Lester Thomas. 

It was stated that “there will be continued and 
expanded trade shows both in Chicago and in 
New York.” And there was talk that eventually 
tJA might sponsor regional shows in Atlanta, 
Dallas and Los Angeles. 

Earlier, President Schiffman appointed Vice 
Presidents Michaels and Wasserman, Secretary 
Kind and Fred B. Dreifus as members of the 
Executive Committee. The president serves as 
chairman of the committee, and First Vice Presi- 
dent Preston will preside in the absence of the 
president. 

Alternate members of the Executive Commit- 
tee are: H. A. Goldberg, president of NJA; Sey- 
mour Greenberg, past president of NJA; and 
Lester Thomas and William M. Wright, ANRJA 
vice presidents. 


AMALGAMATION OF THE ASSOCIATIONS will be 
finished within a few weeks. Legal approval is 
expected by Oct. 1 or soon thereafter. Then at 
last, the membership, the assets and the work 
of ANRJA and of NJA will be given over to the 
Retail Jewelers of America, Inc., and the old 
associations—erstwhile rivals—will be dissolved. 

The first year of RJA may be hard unless 
jewelers all over the nation can learn to work 
together, in the spirit that Arnold Schiffman and 
Fred Dreifus, particularly, brought to the Co- 
ordinating Committee. Certainly, the men who 
served as members of that committee developed 
the utmost respect for each other. 

The challenge of the coming year was summed 
up a few weeks ago by Fred Dreifus, whose 
“plan” of 10 years ago started the whole thing. 
This is how he spelled it out in one short sen- 
tence: 

“All have to pull together to do the job that 
We all need.” Bea 
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He was an accoun- 


tant for credit organizations in the early Twenties. In 1932 
he entered the jewelry field; today he is vice-president and 
merchandise manager of Tappin’s, Inc., with offices in the 
Newark store. Mr. Lighterman is past president of the 
Associated Credit Jewelers of New York and New Jersey, 
and was treasurer of NJA since 1947. In 1952 NJA’s Chi 
cago convention needed a panel moderator for a question- 
and-answer forum, and asked Mr. Lighterman to take the 
job. The program was supposed to last from 10 A. M. until 
noon. At 12:45, questions were still flying thick and fast. 
Recess was called for lunch. Executive Secretary William 
Wagner said the forum would end by 2 o'clock. Mr. Lighter- 
man said it wouldn’t. The two men settled on a dollar bet. 
The session lasted until nearly 5 o’clock, and the dollar bill 
still lies in the top drawer of Mr. Lighterman’s desk at 
Tappin’s. Since then he has moderated other forums and is 


, 


known as Jewelry’s “Professor Quiz.” Mr. Lighterman was 
born in New York. His hobbies are traveling, photography 
—his vivid scenes of the Alps are among his own favorites— 
and collecting antiques, particularly clocks. His son, Irwin, 


an oral surgeon, received a bronze star for surgery in Korea. 
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by Jerry Gewirtz 
JC-K Fashion Consultant 


Bulk in bands 
takes a back seat 


¢ Attachments for Fall 
"57? They’re thin, slim, 
trim. They’re fashioned as 
a design partner to the 
many thin watches for 
men and to the petite 
watches for women. 
They’re complementary to 
the latest trend in ready- 
to-wear. 

Quietly elegant, conser- 
vative, textured, jewel- 
toned for ladies . . . hued 
to he-man colors for men 
—the very words and 
phrases that describe this 
year’s attachments are 
synonymous with those 


that tell the fashion story 
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in watches and in clothing. 

It is the very newness of 
these fashion facts about 
bands that the jeweler is 
selling, in much the same 
way that an automobile 
dealer is selling accessories 
for the car. Just as the 
auto salesman shows the 
design relationship of the 
accessory to the car, the 
jeweler must emphasize the 
style-rightness of the at- 
tachment to the watch, as 
well as the way it dovetails 
in design with the over-all 
silhouette. 

He can do this best by 
having a kind of mental 
“resource list” of the spe- 
cific reasons why this 
year’s particular band out- 
dates the obsolescent at- 


tachments of former years. 



















RESOURCE LIST FOR 
SALES TALK 


There’s a thinner, smaller, pe- 
tite, very feminine silhouette in 
ladies’ watches, even the self- 
winds. 

Attachments are slim and ele- 
gant with faceted designs, tex- 


tured motifs, discreet use of 


pearls, colored stones and 


enamel. 


Faceted crystals, some of pre- 
cious stones, are shaded in soft 


colors. 


Ladies’ colored bands are re- 
strained, never giving a bulky 


look. 


Everyday, tailored watches are 
slimmer. They look appropriate 
with very casual sportswear 
typified by the Chanel-type 


costume suit. 


Sport-watch attachments are 
toned down in size to go with 


the new cases. 


Men’s watches are thinner than 


ever and very elegant. 


Leather bands have returned 





BULK IN BANDS 
| (concluded) 


with expansion centers, but with 
the endpieces going right up 
to the case creating an unin- 


terrupted tailored effect. 


Texture adds to the continuing- 
ly popular, three-button, Ivy 


League look. 


Attachments feature arresting 
designs, restrained by the slim, 


thin framework. 


Men’s apparel is easy and cas- 


ual. 


Push pins and other devices are 
utilized in new attachments, 
making them more comfortable 


and flexible. 


There’s an up-and-down, 


piece look in men’s suits. 


Attachments come with regular 
or tube ends that glide into the 
case, giving an integrated ef- 


fect to watch and band. 


Ladies’ apparel has simple ele- 


gance. 


Even dress-up watches are 
toned down and more delicate, 
with restrained engravings to 
simulate stones or actual stones 


in conservative settings. @ EE 
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by Robert Klippel 


MODERN DIAMOND ASSORTING 
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Robert Klippel, Los Angeles diamond importer, 
told last month how to test stones for color and 
perfection. Now he outlines the proper tests for 
proportion. This article concludes a two-part 
series. The author is a graduate of the Gemolog- 
ical Institute of America and a partner in the 
firm of Swirsky & Ehrlich.—Editor. 


® IN EVALUATING DIAMONDS, the cut or “make” of 
the stone must be considered. Since the loose dia- 
mond business is competitive, the cutter may de- 
viate somewhat from ideal proportions in order to 
save as much of the original material as possible. 
This is no new technique. On Diamonds and 
Pearls, a book by David Jeffries, an 18th century 
English jeweler, mentions proportioning as fol- 
lows: 

“It may with truth be said regarding diamonds 
that in general they are so ill made as to be void 
of their true beauty in all respects.” 

As to “spready” stones, Mr. Jeffries says: 

“The work [proportions] must necessarily be 
so flat as to cause such stones to be faint and 
languid in lustre.” 

While cutting methods have improved greatly 
during the last two centuries, weight-saving tech- 
niques have remained the same. A stone cut too 
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thin allowing * 
light leakage. 











thin to give it more spread than the ideal “make” 
of the same weight is deprived of its true bril- 
liance and “fire” and is therefore called “swin- 
dled.” Since there are many different ways in 
which a stone can vary from ideal cut, only the 
most common are described here. 

Figure 3 shows the ideal “American Cut” as 
calculated by Tolkowsky in his thesis, Diamond 
Design. These proportions obtain maximum bril- 
liancy and dispersion (“fire”) from a brilliant. 
Girdle diameter is considered as 100% and all 
other proportions are based on this measurement. 
The total depth of the stone should be about 60% 
of the diameter. There are convenient devices 
such as the Moe gauge or the Leveridge gauge 
for taking these measurements. These gauges 
have tables giving carat weights for a wide range 
of diamonds. 

Figure 4 shows a stone cut with a thin crown 
and shallow base. Figure 5 illustrates a thin 
crown with bezel angles reduced to make the table 
smaller and the base cut too thick. Both of these 
stones suffer light leakage and lack maximum bril- 
liancy and “fire.”” When making a critical exami- 
nation for “make” the jeweler must consider all 
the possible variations from the ideal. In Figure 

(Please turn to page 92) 
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DIAMOND ASSORTING (from page 90) 

4 the crown and base are both cut thin and yet the 
ratio of the crown to the base measurement may 
be correct. Therefore, the size of the table (too 
large) and the ratio of the total depth to the girdle 
diameter are the factors affecting the value. In 
Figure 5 the table is the correct size and the ratio 
of the total depth to the girdle diameter is correct 
because the thin crown and thick base compensate 
for one another, but here the crown is not in a 
ratio of 16 to 59 as in Figure 3. Here again is 
evidence that the entire stone must be examined 
and not just the table to find the fault. 

Sometimes it helps to turn the stone as in 
Figure 6 to see how the angle between opposite 
pavilion facets varies from 9814°. Since it is 
easy to visualize a right angle (90°), the jeweler 
with a little practice can tell how close to the ideal 
of 9814° the back of the stone has been cut. This 
factor is important, since the center of the stone 
will look quite dark, as this angle approaches 90°. 
Another fault often overlooked is that the lower 
girdle facets are not extended far enough down 
the base of the stone. These facets should be 7% 
to 34 of the length of the pavilion facets, as in 
Figure 7. If the pavilion facets are left too wide, 


the stone does not have maximum brilligncy- 


These “broad-facet” stones are often sold as“fine 
make simply because the tables are cut small and 
the buyer fails to examine the rest of thetstone. 


The thickness of the girdle is also important~ 


since a stone with a very thick girdle looks smatHer 
than one of the same weight with a thin girdle, 
and there is also some loss of refracted light from 
the area of the bezel facets. Many stones are left 
with heavy girdles to avoid cutting into a 
“natural” which would leave a flat place on the 
girdle. Poor polishing may result in wheel marks 
or lines or may leave the entire facet with a dull 
finish. The facets should be symmetrical and the 
stone should be perfectly round to be classed as 
fine make. The culet should be small and centered 
correctly for uniform brilliancy. 


AFTER THOROUGHLY EXAMINING THE STONE, the 
jeweler must figure what deduction he must allow 
for any “make” discrepancies he has noted. If the 
stone has a thin crown but is otherwise cut prop- 
erly, itis worth more than a stone which has both 
thin crown and thick base. Deductions will run 
from 2% to 10% for stones of medium make and 
may run over 20% for stones so poorly made as to 
seriously affect their beauty as a diamond. 

Thus, if the jeweler wishes to handle a stone 
with slightly thin crown in order to have the stone 
appear “showy” or spready, he can expect to pay 
less than for diamonds of fine proportions. He 
must be careful, however, that the stones do not 

(Please turn to page 123) 
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as 


The ideals of the “American Cut” 

are exacting. Imperfectly pro- 
portioned stones lose fire, brilliancy 
—and value. Stones of “medium make” 
are worth 2% to 10% less than their 
ideally-shaped sisters 
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new advertising 


fF PROMOTING 





YOUR 
DIAMONDS 


2 national campaigns 





Engagement Diamonds 


In Life, Look, The Saturday Evening Post, Reader’s Digest 








Starts in September ...the 19th year of national advertising promoting 
the engagement diamond tradition. This advertising works for you, 
creates desire and demand for the diamond as the unique and enduring 
symbol of love. In full color. it’s dramatically illustrated 

by renowned artists and photographers. It gives your customers helpful 
information on diamond quality. sizes and prices. Tie in 

for more diamond sales... promote your diamonds in the same way. 
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Diamond Gifts 


in Time, Newsweek, The New Yorker, 





Town and Country, National Geographic 





Starts in September ...the 4th year of national advertising promoting 
the diamond gift tradition. This advertising works for you, 

is aimed at the big market for diamond sales for anniversaries and 
other family gift occasions. It is strongly competitive, 

defines the basic reasons why a diamond gift is more significant, 
more valued, than any other obtainable at a comparable price. 

ond sl othe It includes a reminder listing of gift occasions and gives important 





information on diamond sizes and prices. Tie in with 
this advertising — promote diamond gifts to increase your sales. 


Tie in with the National Diamond Promotion 
—keep diamond sales coming your way 
DE BEERS CONSOLIDATED MINES, LTD. 
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A number of cultured quartz 
crystals superimposed on a 
newspaper, showing the mag- 
nifying and refracting prop- 


erties of the facets. 


Reconstruction, synthesis, culture—or what ? 


by Dr. Frederick H. Pough, gem consultant to JC-K, Part III 


® A PROCESS OF CRYSTAL GROWTH which presents 
the greatest challenge to man’s ingenuity is that 
practiced by the makers of quartz and emerald, 
with the latter the greater achievement. 

The term “culture” has been proposed as the 
most descriptive term for the process, though 
“recrystallized” might be an acceptable descrip- 
tion of the product. Without turning to any dic- 
tionaries, whose authority in specialized usages 
is meaningless, as we have already discovered, we 
shall examine the justification for a broadening of 
the term to include inorganic products. 

The mineralogist knows that certain minerals 
are characteristically associated in Nature. Tin 
ore, tantalum ore and wolfram are found in rocks 
that became solid under high pressure, while still 
at high temperatures, and obviously at some 
depth below the Earth’s present surface. (How 
they happen to be sticking out of mountain tops 
now is explained by geology, a fascinating, but 
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extraneous, science.) Mercury ore, antimony ore 
and sulphur occur in deposits that are still form- 
ing, or which have formed very recently, near the 
surface of the Earth. An association of wolfram 
with sulphur in a rock would be so exceptional as 
to be noteworthy. The standard associations of 
minerals in rocks are of unequalled value in deter- 
mining the identity of an unrecognized grain; in 
our Field Guide to Rocks and Minerals! the en- 
vironment is the first heading under each species. 
In the day of the “great diamond hoax’? mineral 
paragenesis was not so well understood, but today 
an association of diamonds and emeralds in the 
same deposit would have branded the whole pro- 
motion a fake to the most amateurish mineral col- 
lector, with no necessity of waiting for the dis- 

(Please turn to page 96) 





Mifflin Co., Boston, 2nd Ed., 1956 


2. The Great Diamond Fraud, by agg i H. Crosby, American 
Heritage, February 1956, Vol. VII, No. 2, pp. 58-63, 100. 


1. Pough, F. H. Field Guide to og and Minerals, Houghton 
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Winner of “Diamonds, U.S.A.” Award for outstanding achievement in Jewelry Design. 


over 30 years 
of service to the 


jewelry trade... 


For over 30 vears Raymond Abrahams has been 


supplying fine jewelers throughout the country 


‘ 


with the unusual in precious jewelry. 


For those who desire the finest in 
quality and value. Raymond Abrahams 


ofters his Title ltt experienc & and service. 


Available on consignment 


for your special requirements. 


AYA) Raymond Abrahams 
RU CCM CC SA Me AM Cee MUrray Hill 7-0457-8 fm 


For prompt attention please address inquiries Dept. K-56 
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Schematic diagram illustrating 
the process of incubating labo- RECONSTRUCTION—OR WHAT? (continued from page 94) 


ratory-cultured quartz crystals. 
covery of a half-finished cut stone! 

In biology, the naturalist recognizes the impor- 
tance of an environment on the forms of life that 
will be present. This is called ‘‘ecology.’’ One could 
easily speak of a mineral ecology, but since geolo- 
gists deal with accomplished facts and finished 
forces, rather than with living and growing 
objects, we use instead a much less common term 
and speak of mineral paragenesis. 

Most minerals can form only when the condi- 
tions of temperature, pressure and the composi- 
tion of the saturating solutions are just right. 
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iamonds from the tabu 


Here’s the “something special” that rs 
A Fi ge 

Bess 
Fan ‘en 
campaign—backed by selling pieces you a 


closes sales... promoted by a big, new ad 


can really use— made extra-profitable 


by an amazing, new profit-sharing plan! 


Orange Blossom does it again! The company that was first to 
advertise wedding and engagement rings in national magazines 
now brings you another history-making, sales-making first .. . 
Orange Blossom Rings, with diamonds from the Traub Collection! 


The Traub Collection—product of over fifty years’ experience 
in the manufacture of fine diamond rings. The Traub Collection— 
scheduled to be shown throughout the country. The Traub Collec- 
tion—a synonym for special diamonds, large and small, that will be 
advertised and promoted to every prospective bride in America. 


This is a name that will bring lights to your buyers’ eyes—that 
will make Orange Blossom the easiest-selling line of quality rings 
and matched sets in the business. Read about it. Remember it. 
Feature Orange Blossom Rings, and cash in on it! 


Orange Blossom Rings 


Style 390 Style 235 Style 597 Style 967 Style 573 
E.R. $275 W.R. $140 E.R. $350 W.R. $135 E.R. $110 W.R. $23.50 E.R. $137.50 W.R. $25 E.R. $175 W.R. $30 


Style 240 Style 980 Style 241 Style 219 Style 236 
E.R. $275 W.R. $100 E.R. $125 W.R. $50 E.R. $1,100 W.R. $350 E.R. $200 W.R. $82.50 E.R. $175 W.R. $62.50 


PRICES SHOWN ARE SUGGESTED RETAIL, INCLUDING FEDERAL EXCISE TAX. 
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FEATURES A MATCHLESS DIAMOND FROM THE 


TRAUB Brow. sre ay 


FOR ORANGE BLOSSOM RINGS 


nge Blossom Rings like these diamonds from the fabulous Trauh ( 


Orange Blossom Rings 


aged ao ie ap 


Big-space advertising starts with a double spread in the This rich-looking certificate comes with every Orange Blossom 
October Seventeen—continues month after month with ring and matched set—identifies the diamond as one taken 
beautiful full pages. Remember: Seventeen is the magazine from the Traub Collection. Each is numbered. You personal- 
that reaches your prospects. : ize it by filling in the girls name and countersigning it. 


And 








To put this 


great promotion to work for you... 


Special showing in 

your store 

Your salesman can arrange a 

special showing of the Traub 

Collection in your store. He'll 

advertise and merchandise it 

. . Show you how to make it 
a real traffic builder. 


New mailing pieces 


We've designed a. striking 
new statement enclosure and 
hand-out that tells the roman- 
tic story of the Traub Collec- 
tion—shows a dozen leading 
Orange Blossom sets inside. 
A real curiosity rouser! 


And a new way 


New ad mats 


A completely new set of ad 
mats for use in your local ad- 
vertising. These mats tie you 
in with the glamor of Orange 
Blossom and the Traub Col- 
lection. They talk to your 
customers in your language. 





New display 


This new full-case and partial-case display lets you show 
the Orange Blossom line in the richest setting ever. It’s 
yours at a fraction of its real value — and in some cases, 


it's absolutely free! 


to make 5% extra profit! 


It's Orange Blossom’s new Profit-Sharing Ad 
Plan. It's a way to make your full profit plus 
5% extra! 

You cant lose. All you do is advertise Orange 
Blossom in your area. Spend up to 5% of the 
amount you have paid us on purchases made 
during the year. Send us the receipted bills, and 
we ll reimburse you dollar for dollar in merchan- 


dise. Keystone it—mark it up any way you like— 
the profit is all yours! : 

And your advertising will have brought you 
profitable extra business at no cost to you! 

Get full details on Orange Blossom’s great 
selling plan . .. on the Traub Collection, on the 
merchandising package, and on the new Profit- 
Sharing Ad Plan. Send the coupon today! 


Your Orange Blossom representative will also show you a complete line of special order and 
emblematic jewelry made by Shumer Brothers division of Traub Manufacturing Company. 


TRAUB MANUFACTURING Co. 


Dept. T-79 


1934 McGraw, Detroit 8, Michigan 


Please send me full details on Orange Blossom’s 
complete new selling plan. 
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RECONSTRUCTION (from page 96) 

There must be a mobile medium (either gaseous, 
watery or molten) in which the necessary ele- 
ments are present and circulating, so that accept- 
able atoms can come successively in contact with 
the growing crystals. This vital condition must 
exist without interruption for a long enough time 
for the crystal to attain appreciable dimensions. 
Moreover, assassinating impurities must be 
barred from infiltration if the crystal is to be 
clear and well formed. This postulates a pretty 
well-controlled set of conditions, like that in an 
incubator—and if man is going to create the 
crystals, it is, in truth, not unlike the situation 
with regard to man’s biological cultures. 

In a biological culture one synthesizes (the dic- 
tionary usage is indicated here) a medium which 
contains all the necessary ingredients, the nutri- 
ment, and then one introduces the object which is 
to grow, the desired bacterial or virus “seed.” 
This “culture” is then kept under the optimum 
conditions of light, temperature and humidity 
for days, weeks or months, while the bacteria 
proliferate and the viri multiply (crystallize). 
Eventually the crop is harvested, the new growths 
are separated from the culture, and the bacteria 
or crystals are put to their destined use. 


IN DESCRIBING AS A “CULTURED” PEARL the more 
or less spherical object which has been consider- 
ately coated with layers of inorganic matter 
(aragonite, calcium carbonate) by a captive oys- 
ter, we are certainly broadening the dictionary 
usage of the word cultured. To this we can now 
take no exception, for we have committed our- 
selves to the thesis that it is usage that deter- 
mines the meaning of a word; not the dictionary, 
which merely attempts to enumerate the different 
ways that a word has been used. New uses become 
more common, old uses fall into desuetude; that’s 
why we need new dictionaries. Some day it should 
be interesting to trace the origin and application 
of “cultured” to Japanese-grown pearls—those 
derived from properly irritated oysters. It is a 
suddenly introduced word, incidentally, with no 
background of tradition to explain the belligerent 
response recently evoked in England when it was 
suggested that one might have inorganic as well 
as organic cultures. 

Till now no one has been able to say definitely 
that a virus is organic, so perhaps the incubation 
provided by emerald and quartz growers while 
they rear their baby crystals is not far from 
biological culturing. If a white-jacketed biochem- 
ist can culture non-living viri crystals, then per- 
haps a white-jacketed geochemist can culture non- 
living quartz crystals. The term “recrystalliza- 
tion” is not inapt, either, for it is certainly de- 
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scriptive of the experiences of Brazilian quartz 
molecules in their escape from their neighbors at 
one side or end of a container and their transfer- 
ral to the other side or end, where they can line 
themselves up in more perfect rows, borne along 
by a hot solution. 


CARROLL F. CHATHAM has not divulged the 
process which grows his emerald crystals. Feeling 
that there is more safety in private perspicacity 
than in public patents, he has kept his knowledge 
and his methods to himself. Since the final product 
is well crystallized, with a form that obviously 
grew in a medium which did not interfere with 
the crystal’s self-expression, it is likely that in 
examining the quartz process we are not far from 
Chatham’s fundamental method. 

The most cultured quartz is of no special 
interest to the jeweler, for the jewelry world has 
a surfeit of natural colorless rock crystal, and 
lovely purple amethyst doesn’t recrystallize under 
culturing conditions. (It comes out just as white 
as if we had fed the solution common rock crystal 
instead of fine deep amethyst, darn it!) Quartz 
crystals do have their uses, however; strategic 
uses that take much larger quantities of higher 
quality quartz than will ever be needed for 
jewelry. With commercial quartz mere flawless- 
ness is not enough; the crystals must also have a 
uniform internal structure, with the atoms piled 
one on another in regular arrangements without 
ever reversing their line-up or letting interpene- 
trating “twinned” structures of other arrange- 
ments interfere (as they too often did during 
Nature’s efforts). For the strategic use, radio 
oscillators, they must not be twinned. Only a small 
percentage of even the most flawless crystals 
mined in Brazil can be used by the oscillator man- 
ufacturers. 

The concern of the radio crystal makers and of 
the Army-Navy that the supply of even the little 
that they can use might be cut off in time of war 
has inspired the government to set up a culturing 
project. It has operated successfully for a decade 
now and grows crystals of quartz that are not 
twinned and all of which are usable. The cost is 
said to be higher than that of natural quartz, but 
not so far out of line with the importing costs as 
it might be, in consideration of the quality of the 
harvest. Although the raising of quartz crystals 
may not now be economically justifiable, it is 
worth doing as insurance against a later shortage 
or cost squeeze from abroad. 


THE BELL LABORATORIES at Summit, N. J., and 
the Clevite Research Laboratories (formerly the 
Brush Development) of Cleveland have both made 
excellent crystals. It really is recrystallized quartz, 

(Please turn to page 114) 
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DIAMONDS MAKE YOU A JEWELER... 


BAUMGOLD DIAMONDS 


With These Exclusive Sales Advantages 


MAKE YOU A LEADING JEWELER 


CIRCLE OF LIGHT DIAMONDS with the completely polished, sparkling edge 


JAGER BLUE DIAMONDS, the wor!d's finest, with the 
brilliant Circle of Light edge 


HEART SHAPE DIAMONDS and other FANCY SHAPES 


Diamonds are your biggest profit-makers, the backbone of your business. 
Baumgold Diamonds increase your prestige and profits because they are con- 
sistently exquisite, far surpass all others in quality, beauty and value. 


To add impact to your own local promotions, Baumgold offers you specially pre- 
pared merchandising kits, mats, counter cards, window display ideas and 
distinctive publicity programs to meet your specific requirements . . . free of charge. 


When you buy from Baumgold, you buy directly from the world's largest diamond 
manufacturer, thereby eliminating the profit of the diamond middleman. Because 
of our vast diamond stock, we can supply all your diamond needs and give you 
prompt delivery regardless of your location. Baumgold Diamonds are available 
in all shapes, price ranges and sizes, to 60 carats and more. 





‘BAUMGOLD BROS., INC., 580 FIFTH AVE., NEW YORK 36, N. Y. 
New York © Les Angeles © Toronto * Montreal * Vancouver * London * Antwerp 


Visit us at the Dallas Gift Show—R. 326, Baker Hotel—Joseph Lipschutz in attendance 
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No more “$59.50” watches for $29.95 


A survey by Duquesne University at Pittsburgh re- 
vealed that jewelry advertising ranked tenth—and lowest 
on the list—for credibility. In other words, many people 
just don’t believe jewelry ads. And unfortunately their 
disbelief is all too often justified. This is an appalling 
situation; it cries aloud to be corrected. If the public does 
not feel that the jeweler is honest, the public will not buy 
his merchandise: exaggerated claims in advertising defeat 
their own purpose. Jewelers of Dayton, Ohio, have taken 
effective action recently to reestablish public confidence 
in the integrity of the industry. Their story is told by 
Edwin K, Levi, vice-president of Rogers & Co., who heads 
the newly organized Greater Dayton Advertising Jewei- 
ers’ Association.—Editor. 
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not in Dayton, Ohio, anyway, where jewelers and department 


stores have called a halt to these and other advertising absurdities 





© THE PUBLIC’S CONFIDENCE has long been a 
major interest of the jewelers of Dayton. We 
have not used comparative prices of diamonds 
for many years, as a result of the efforts of the 
local Better Business Bureau. We recognized that 
this was a good rule—but when it came to ap- 
plying it to jewelry in general, there was con- 
siderable hesitation. After all, weren’t many of 
the national promotions given us loaded with 
comparatives ? 

For a time we tried a no-comparative rule ez- 
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by Edwin K. Levi, President 


Greater Dayton Advertising Jewelers Association 


Left. Edward F. Dierker, 
Dayton Daily News 


Center. Hazel L. Nolan. 
Better Business Bureau 


Below. Edwin K. Levi, 


Rogers & Company 





cept where a national campaign was involved. 
But it was a constant problem to decide what 
was a national campaign and what was not. 

All through the fall of ’56 things were going 
from bad to worse. False preticketing and in- 
filated list pricing of jewelry-store merchandise 
were spreading confusion and doubt among cus- 
tomers. To advertise a $50 watch for $19.95 or 
a $79 set of silverplate for $59 was insulting 
people’s intelligence and destroying their con- 

(please turn to page 116) 
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AUTOMATIC WATCH 









JEWEL WATER RESISTANT 


Automatic WATCH 





LIMITED 
TIME 
OFFER! 






AFTER 


Here is an example of the change 
in Dayton jewelry advertising. 
Above is shown a newspaper ad 
run by one of the Dayton stores 
for a certain watch. Note the 
amount of the “regular” price. 
Below is the same ad as it ap- 
peared after the new association 


put a stop to comparative prices. 
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® About 300 of these tiny screws would go in a thimble 


‘‘Guess how many watch screws” 


by Harriet Gosher 


A tricky contest that combined the challenge 
of keen wit, the sport of chance and a handsome 
prize brought a lot of visitors into this suburban 
store 


® AS EVERY WATCHMAKER KNOWS, a case screw 
for an 814 or 834 ligne watch is a pretty small 
article. So when 1273 of them were huddled to- 
gether on a pad in a jewelry-store window, cus- 
tomers who were invited to guess the number had 
to exercise their power of observation to the limit 
—or else draw heavily on chance. 

It was the S. Kind & Sons store in the Bala- 
Cynwyd shopping center, just outside Philadel- 
phia, that staged the contest from May 23 to 
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June 4, and a lot of people had a lot of fun. It 
was advertised in the local Main Line Times, and 
contestants merely had to enter the store, sign 
a card, recording their guess, and get a receipt. 
Nearly 300 did so and guesses ranged from 300 
to “a million; I know that’s not correct, but they 
look so tiny.” 

Mrs. J. E. Meese, who lives in a nearby apart- 
ment house, came up with the closest guess. She 
said 1250 screws, which was only 23 off the actual 
number. She didn’t say whether it was keen 
eyesight, Lady Luck or a private little pixy that 
guided her. But she likes the $71.50 Girard 
Perregaux watch she received. 


And Kind & Sons are pleased with the pub- 
licity. ae 
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The “Click” that clinches sales! 


To lock rings, gently press together! To 
unlock, gently pull apart. It’s that simple! 
For profitable and prestige-building sales it’s 
WED-LOF.! Wed-Lok beauty and quality 
are nationally acclaimed—and the Wed- Lok 
selection offers a diversity to meet all your 
needs! In simple to ultra-elaborate styles, 
retail priced $100 to $5000 the ensemble. 










Nationally advertised! 
Take advantage of consumer ads 


"4 





' 


appearing in 
The Saturday Evening 


Doubly secure 





POST 


GRAN AT 


MANUFACTURING COMPANY 


114 Geary Street 
San Francisco 8, California 


#WED-LOK RINGS PROTECTED BY U.S. PATENTS 
TRADEMARK REG. U.S. PATENT OFFICE 
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NEW COMPETITION FROM THE FAR EAST 





Why U.S. “‘Stainless’’ Manufacturers 
Want a Quota on Imports from Japan 


Surging imports from the Far East are a matter of 
concern to both U. S. manufacturers and retailers. 
Here is the second in a series of articles dealing with 
this problem, as it applies to the jewelry industry. 

—Editor 


© How MUCH STAINLESS STEEL FLATWARE is coming into 
the United States from Japan? Does this new competi- 
tion “cause or threaten serious injury to the domestic 
industry producing like or directly competitive 
products ?” 

A few weeks ago, the U. S. Tariff Commission heard 
some amazing facts and figures. If it decides that U. S. 
manufacturers of stainless flatware are endangered by 
Japanese competition, it will ask President Eisenhower 
to raise import duties or set an import quota. 

L. S. manufacturers, who testified in Washington a 
few weeks ago, are hoping that a quota will be set for 
imports—equal to 10 per cent of the total U. S. market. 

Here, in substance, is the startling story they set be- 


fore the Tariff Commission: 


OUR DOMESTIC STAINLESS-STEEL FLATWARE is the out- 
growth of an industry that dates back to Colonial days. 
Some of the manufacturers are descendants of early 
silversmiths whose materials were pewter and coin silver. 
As new metals and techniques were developed, the in- 
dustry adopted them. 

When stainless first appeared on the scene, its useful- 
ness as knife blades was recognized. During the 1930's 
and 1940’s it began to be used for the knife handles 
as well and for forks and spoons, but demand for these 
products was not great. Finally, as a result of persistent 
promotion of manufacturers, stainless took hold general- 
ly, and by 1946 mass production and mass sales were 
under way. 

From that date until 1955 production expanded and 
the industry prospered. Millions of dollars were spent in 
advertising. The future looked bright. 


SOME COMPETITIVE STAINLESS was imported from Scan- 
dinavia and Germany, but it was not until 1953 that the 
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Japanese onslaught made the situation critical. /n that 
year Japanese imports were 421,476 dozen pieces. By 
1956 they had leaped to the incredible figure of 5,922,226. 
Put another way, in 1953 Japanese imports amounted 
to 4.75 per cent of domestic American production; in 
1956 they amounted to 46.9 per cent. 

If no relief comes, 50 per cent of the American market 
will be lost by American manufacturers by the end of 
this year. 

What are the reasons underlying the price differential ? 
The answer is price. 

Wages paid by the domestic industry to its workers 
average $2.03 to $2.07 per hour. For a 40-hour week 
an American workman receives $81.20 to $82.80, plus 
fringe benefits of $11.20 to $12 per week. 

The wage rate for Japanese labor in their stainless- 
steel flatware industry averages 17'.2¢ per hour. 


INCREASING DEMAND on the part of the American 
people for stainless had been correctly predicted by the 
manufacturers, and they increased production and sales 
until 1955. But that year was the turning point. From 
13,193,302 dozen pieces produced by the American 
plants in 1955 there was a drop to 12.626,605 in 1956. 
Without relief, the drop will be still greater in 1957. 

Ironically, some of the billions of dollars in foreign 
aid which our country has expended have been devoted 
by the recipients to modernizing their plants and pur- 
chasing new equipment. We have taught competitive 
foreign nations our technical know-how and mass-pro- 
duction methods. Several times in recent years, at the 
request of the State Department, our manufacturers have 
escorted foreign manufacturers through their plants, let- 
ting them see everything and make notes on routines, 
types of equipment and plant layout. 

Today, U. S. manufacturers of stainless believe that a 
maximum increase in duty would be inadequate to 
remedy the injury that has been inflicted or to prevent 
further and deeper injury. Therefore, they request the 
imposition of an absolute quota that would limit stain- 


less imports to a reasonable percentage of American 
sales. a 
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Mr. Beggs and a member of 
his sales staff examine a 





piece of sterling hollowware. A veteran Mississippi jeweler proves that 


His extensive advertising has 
brought in customers from 


furnishings. 


cteaserser — Sterling does NOT demand 


a metropolitan market 


You don’t have to miss out on your share of 
sterling-silver sales just because your store is in 
a small city. This Gulf Coast retailer successfully 
“bucked” New Orleans competition and captured 


his local business. 


© JOHN R. BEGGS has operated his jewelry store 
in downtown Biloxi, Miss. (population: 38,000), 
for close on to 30 years. During most of that 
time he accepted it as a matter of course that 
most of his neighbors should drive to New 
Orleans for their sterling. None of the other 
local jewelers had ever tried to corral this 
business or “buck” the big-city competition. Mr. 

(Please turn to page 108) 
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THE FLOWER OF PRECIOUS JEWELRV ~Sea eee eee 
| Exquisite originations for connoisseurs of beauty. To sell these valued 
customers, make the House of Heyman your primary resource lor new 


interpretations of precious jewelry, or unique remountings of heirloom pieces. 





642 Filth Avenue, New York 19, N. Y. 


Necklaces—$1000 ané up; Bracelets—$550 and up; Rings—Wedding and Guard—$75 and up; Fancy rings-—$175 and up; Brooches—$275 and up; Earrings—$250 and up. 








(Continued from page 106) 


Here is a store that devotes one entire 
wall to three top lines of sterling hollowware 





Beggs decided that he would try and he 
succeeded. 

He arrested the daily trek of local residents 
past his door—40,000 families of them strung 
out along the Gulf Coast on either side of him— 
and captured a big slice of the sterling-silver 


business. And he did it in one year. 


HOW WAS SUCH A THING POSSIBLE? Two words 
provide the answer: inventory and advertising. 

He secured franchises from two top manufac- 
turers and stocked 43 patterns of flatware and a 
wide choice of matching hollowware. To these 
two lines he devoted 90 per cent of the wall-dis- 
play space in his store. 

Then he went to work on his advertising. He 
sponsored a television program, on a 13-week 
schedule, originating at Mobile, Ala., more than 
60 miles away. It presents short kinescopes of 
Mr. Beggs holding a piece of sterling hollowware 
or flatware. In 90 seconds it tells his sales story. 
Expensive? Undeniably, says Mr. Beggs. But 
his face is familiar to almost everyone in his sales 
area. And that’s worth while. “We get customers 
from a 100-mile-long trading section—people who 
come in and tell us they have seen my picture on 
TV and want more information about the item 
that was being offered.” 

Radio advertising includes both program spon- 
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sorship and spvt announcements, with the 
emphasis always on silver. There are display ads 
every day in Biloxi and county newspapers, 
focused on a specific item and hammering on the 
theme that the Beggs store is sterling-silver head- 
quarters for that part of the Guif Coast. 
Perhaps the most unusual advertising stunt is 
the movie “trailers” in color, which appear at alli 
drive-in theaters and neighborhood picture 
houses throughout the year. The trailers, like the 
TV kinescopes, are filmed in the store. They show 
the Beggs employees at work and stress the fact 
that the store offers the same patterns as those in 
the big city—and at the same prices. This latter 
point is what Mr. Beggs feels is responsible for 
the large number of wedding-gift purchases. 


WEDDINGS HAVE, IN FACT, BECOME the number- 
one source of big-ticket sales and maximuin 
profits. “‘We have never carried open-stock china 
and glass,” says Mr. Beggs, “mostly because of 
space considerations, and that fact put us fairly 
well out of the wedding picture, except for the 
usual type of gift purchaser. Now, however, we’re 
in the wedding market on a solid basis and, be- 
cause our forte is silver, operations are far more 
profitable than if we were carrying china and 
glass. By that I mean that the wedding guest wil! 
buy a $15 compote or a $20 fruit bowl from our 

(Please turn to page 153) 
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STRIKING 


The beauty of this magnificently original jewelry-has the 
impact ofa lightning eelia 
Bain ‘ ; 
; These creations in diamonds, precious stones and platinum, 
2 | 


guarantee you a share of the ever expanding 
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y market for better jewelry. 
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M. CHALOM ae) O) pixie 


608 5th Ave., New York? 20, N. Y., Circle 5-6733 





* 
Over 40 years of service as a major source for fine quality ideale at reasonable prices. 
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Another big ‘first’! 
Keepsake National Advertising 


—directed to the man 
who buys the ring— 
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* 
Over 4U years of service as a major source for fine quality) jewelry at reasonable prices. 









—and now, you 
too, can solve the 
great diamond mystery x 








“They tell me I'm doing a bang-up job in these big magazine ads on solving ‘the great 
diamond mystery’ for the average Joe who walks into a jewelry store cold. They also tell 
me this is the first time national ads have been aimed right at th:: guy who's gotta pay for the 


diamond ring. 


“Well, it's nice to know I'm coming through in the clutch. But it really wasn’t much of a mystery 
once this jeweler put me on to the big clue — quality. After that, all evidence pointed to 
Keepsake — perfect diamond, smart styling, nationally advertised prices, and all the other 


conclusive points. Open and shut, that’s what it was! 


“Stands to reason what's good for your customers is good for you, too — Keepsake, that is. 
You know, Keepsake is America’s largest selling diamond ring. It's got a name that rings a 
bell with man, woman and teen-ager — and the cash register for you. Once you touch all 
the bases on Keepsake benefits with a customer, you're home with another diamond ring sale 


— and that's where the profits are. 


“So, if it's still a mystery to you why your diamond department is not paying off, seek no 
further. See your Keepsake rep for the full run-down on how Keepsake saleability means 


more diamond business for you. Remember, all jewelers stock diamond rings . . . Keepsake 


Jewelers sell 'em!” 


DIAMOND RINGS 





A. H. POND CO., INC. 120 E. WASHINGTON ST. SYRACUSE 2, N. Y. 
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selling fine JEWELRY 
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by 
| JACK 
' HARRITON 


Waterfall effects 
in pearls and 
diamonds feature 


these new bracelet 


“-S"" ee wn ewe eww ennenewn eee & 


designs. The 
pearls can be replaced 
with colored stones 


to vary the effect. 


~_——"“-e8 8 we enweeneneneeeeenenrneneeeneecnaenaeecenecaeaeeeeee « 


Original creations designed exclusively for THE JEWELERS’ CIRCULAR-KEYSTONE 


The first visible evidence of the birth of any piece 
of custom-made jewelry is the sketch, which 
serves to define the wishes and needs of the pro- 
spective purchaser and the recipient. To assist in 
the development of such sketches—and business— 
JC-K presents each month, these plates, which 
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can be cut out and assembled in a folder. This col- 
lection of material should be kept handy for con- 
sultations with any special-order prospect. With 
these, the jeweler can quickly determine the kind 
of piece and the type of design which will appeal 
to the customer. 


JEWELERS' CIRCULAR-KEYSTONE, SEPTEMBER 1957 





































be 


FROME. RICHHEL 


é GEms or 
THE MOOE 


8 Fig | DE 
TH AVE. NEW YORK 2° . 


We are always interested in purchasing estates —or jewels which your customers submit to you for sale. — ia 
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ANEW FAVORITE! 





Cherished moments preserved for 
a lifetime of remembering, in a beautiful 

—s Gibson volume destined to become tomorrow’s treasure. 
~ Richly illustrated in delicate, shaded blue and gray, pages 

contain space for engagement, showers, guests, certificate, family 

trees, honeymoon, first home, family life and 
other precious memories. Complete section for 
listing wedding gifts with numbered identification 

stickers. Beautifully bound in washable simulated 

leather or silky rayon moire, 
a white with silver title. 
, } \ yy 36 pages,8x 10 $3.50 LIST. 
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aa ON 
FENN 
of Z thovon AND COMPANY 


Publishers 
NORWALK, CONNECTICUT 
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RECONSTRUCTION (from page 98) 

too, for the feed material for the culture is quartz. 
It is placed where it will dissolve and the mole- 
cules are carried away, probably one by one, by a 
circulating solution which takes them to another 
spot where cooling of the solution makes them 
crystallize out again. One starts with pure quartz 
crystals and concludes with pure quartz crystals. 
In fact, the SiO. that results is perhaps a little 
purer than the starting material (and untwinned, 
too, if all goes well in the incubator). So it would 
certainly be inaccurate to call them synthetic in 
either the dictionary usage or in the sense that we 
have found to be recognized by the Verneuil- 
oriented jeweler. 

Our emphasis on the growth of non-gem rock 
crystal, in which the jeweler has little interest, is 
justified by the dearth of bulletins from Chat- 
ham’s San Francisco laboratories. The obvious 
similarity of the final products suggests prac- 
tically identical procedures by which both min- 
erals are re-formed. Because of this, it is well to 
describe in detail the containers in which the 
crystals grow, for doing so will give us an appre- 
ciation of Chatham’s accomplishment as well as an 
understanding of the methods he is probably 
using, modified to produce the more complex 
crystal of course, to cultivate his slowly develop- 





ing emerald crystals, his ultimate objective. 


IN SPEAKING THUS OF “EMERALDS” and “quartz” 
and “rock crystal,” we are guilty of the same 
error with which we charged G. E. in its use of 
“diamond.” Natural emerald and natural quartz 
are minerals, too, and by present definition, can- 
not correctly be given mineral names when 
they are laboratory grown. One could be precise 
about it (as the German language loves to do) and 
say “quartz - structure - crystallized - silica” and 
“beryl! - structure - chromium - pigmented - single - 
crystals - of - beryllium - aluminum - silicate,” but 
that’s going a long way round to be accurate. Bet- 
ter comprehension will result if we go right on 
using the mineral names and let it go at that, even 
if man did grow them. 

There is a fundamental reason for an assump- 
tion that there must be similarities between Bell’s 
(Walker’s) methods and Chatham’s methods. It 
is based on. the melting and cooling behavior of 
those two minerals. Both melt like a glass, and on 
cooling, both molten masses remain glassy. No 
matter how slowly we cool the liquids, they still 
harden into glass. In Nature, on the other hand, 
we seldom find any silica glass, but there are 
several forms of crystallized silica, some very 
abundant. Common quartz is the lowest-tempera- 

(Please turn to page 153) 
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576 FIFTH AVENUE, NEW YORK 36, N.Y. 


JUdson 2-2922 





THESE PROMINENT MANUFACTURING JEWELERS 
HAVE ADOPTED AND SPONSORED THEM— 


New York City 


Samuel Abramson 
Beckerman & Lerner 
Belenky Brothers, Inc. 
—— apt see _ Co. 
Sentury Jewelry mpan 
~ bo. Inc 





Davidson & Sons Jewe 

E. S. Feinstein & Company 

J. & H. Flyer, Inc. 

Harold Freeman 

Gevertz & Co., Inc. 

M. L. Goldfarb 

Irvring Company 

Morris Keplen & Sons 

David karp Co., Inc. 

Irving Kiampert Company 
Knight Mfg. Co., Inc. 

Charlies Koppel Ring Company 
Mercury Ring Corporation 

R. Pearlman, Inc. 

Philip-Morris Jewelers, Inc. 

K. Polishook & Son Corporation 
William Schneider 

Barnett Shorr, Inc. 

Leon Turkus 


Attleboro, Massachusetts 
L. GS. Balfour Company 


™ W. E. Hayward Company 


Buffalo, New York 


Benstock Ring Mfg. Co. Inc. 
Block Ring Company 

Clark Ring Company 

David Dattner 

8B. Tanenbaum & Co., Inc. 


Chicago, Illinois 


The Ball Company 

Chicago Diamond Brokers, Inc. 
Halimark, Inc. 

B. Leader & Sons 

Henry Mayer Company 


- Nathan & Berg, Inc. 


Dallas, Texas 
Leon Rudberg Jewelry Company 


Indianapolis, Indiana 
Goodman & Company 


Newark, New Jersey 


Acme Ring Mfg. Co., Inc. 
Church & Company 
Larter & Sons, Inc. 


Pittsburgh, Pennsylvanie 


Helm & Hahn Co., Inc. 
Feigenbaum Brothers 


San Francisco, California 
S. M. Mickelson Company 


Toronto, Canada 
Libman & Shaw Limited 
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NO MORE “$59.50” WATCHES (from page 101) 


fidence. We knew the foolishness and the evil 


of it, but what could any of us, individually, do? 

At length we decided to try group action. On 
Jan. 25 of this year I sent out the following let- 
ter: 


“To Advertising Jewelers: 

“T have taken it upon myself to call a meet- 
ing of all jewelers who have used newspaper 
advertising as evidenced by media records. 
The name of your firm is on this list. 

“The meeting will be at 3:00 P.M. Wed- 
nesday, Jan. 30, in the Green Room of the 
Van Cleve Hotel. 

“T believe that your attention should be 
immediately directed to matters relating 
to jewelry advertising and I earnestly hope 
that you will attend this meeting. 

“Mr. Edward Dierker of the Dayton Daily 
News and Miss Hazel L. Nolan of the Better 
Business Bureau have agreed to attend. 

“Very sincerely, 

“KE. K. Levi, 

“Rogers & Company” 

THE RESPONSE WAS GRATIFYING. In all 18 people 


attended, representing not only credit jewelry 
stores but also two department stores and Sears 


Roebuck & Co. Present that first afternoon were 
Charles Getz of Charles Getz Jewelry Co.; Ed- 
ward Greenberg of Green Jewelry Co.; Louis 
Jaffe of Mayors Jewelers; Howard Kelly and 
Robert Raymond of Rike-Kumler Co. (one of 
the department stores) ; Max Koogler of Elder & 
Johnston Co. (another department store); Eli 
Levinson of Columbus, president of a chain which 
includes the Fay Jewelry Co.; Bernard May- 
brook of Maybrook Co., jewelers and pawn- 
brokers; Maurice Pretekin of Lane Jewelers; 
Jack Rosenthal of Roston’s Jewelers; Clancv 
Sipes of Spencer Jewelry Co.; Samuel Sheldon 
of Fay Jewelry Co.; Verne Smith of Jack M. 
Werst Jewelers; Robert Williams of Sears Roe- 
buck & Co., and Joseph Zussman of Royal Jew- 
elry & Furniture Co., besides Ed Dierker, Miss 
Nolan and myself. 

These people became the nucleus of the Greater 
Dayton Advertising Jewelers’ Association. Most 
of them agreed that though restrictions can be 
irksome, customers are, in the last analysis, the 
ones who run the retail-jewelry business, and 
therefore some sort of code should be adopted. 
But there was no agreement as to whether it 
should cover everything. 

Several more meetings followed. In the course 
of them by-laws were drawn up. The writer 
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DIAMOND 
MASONIC 
BUTTONS 


There are profits PLUS, 
in this complete line 

of diamond Masonic 
buttons in 14K yellow 
gold, white gold or 
platinum, ali with fine 
quality white stones. And 
they’re only a small part 
of the huge Wefferling 
Berry selection of superb 
emblematic jewelry that 
will bring you more 
profits, greeter turnover 
than ever. 





MEMBER AMERICAN 


Wrerreeine BB enay & CO. 


sSocie#f$ty 





THE NAME THAT MEANS 


Sor Enbl WUULC Jewdry 


8 ROSE STREET, NEWARK 6B, N. 
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Originally established 1866 







Kahn- Jacobson, |nc. 
DIAMONDS 


608 Fifth Avenue, New York 20, N. Y. 


Formerly 
L. & M. Kahn & Co. 
and Telephone: CIrcle 56-4313 


J b B Di dc 32/34 Holborn Viaduct, London 
y arrest oom — se Cable Address: “Redlace” New York 











Here's a man’s ring with authority — the fashion authority 
of CHURCH & COMPANY design, the guarantee of 
superior CHURCH craftsmanship. Available in 

all the usual genuine and synthetic stones. 


CHURCH & COMPANY Manufacturing Jewelers, 2 Garden Street, Newark 5. N. J. 


Member : 
th Trade mark registered in US. & Canada aunt 
, American 
Gem Society 
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was elected president; Louis Jaffe, vice-president ; 
Miss Nolan, secretary; and Robert Raymond, 
jewelry merchandise manager of the Rike-Kum- 
ler Co., treasurer. Membership was restricted 
to those in retail jewelry or department stores 
with bona fide jewelry departments who spent 
at least $1500 in display advertising and/or other 
media during the calendar year of 1956. 

Even more important, a 25-part code of stand- 
ards, covering the operation of all branches of 
the retail jewelry business, was drafted and 
accepted. It ruled that no comparative prices or 
percentage reductions should be used in any ad- 
vertising of watches, jewelry or silver-vlated 
flatware, and that only actual selling prices should 
appear in advertising and ticketing. 


ALL CONTEST ADVERTISING, it was also specified, 
must be first submitted to the Dayton Better Busi- 
ness Bureau. By this provision we felt that the 
gimmick type of contest would be eliminated. 
We also agreed to stop lumping together un- 
related items; we defined what could and could 
not be offered in combination—no more mixing 
bowls with diamond rings. 

All in all, it has been gratifying to see what 
can be accomplished with the aid of the Better 
Business Bureau and media. And we cannot over- 
look the cooperation of the department stores 


whose representatives have participated in every 
meeting. In fact, on two occasions we have been 
the guests of a department store in one of its 
private dining rooms. 

To deserve and maintain public confidence we 
must do more than set up rules of fair play for 
our advertising. In matters involving store con- 
duct we are depending on the Dayton Better 
Business Bureau to continue to work with us, 
as it has been doing for a long time. In short, 
our Dayton group realizes that if we are to sell 
our goods, the buying public must trust us. And 
we must be mighty sure that that trust is war- 
ranted. 

The code we have adopted is only a first step, 
but I believe it’s a mighty big step toward ac- 
complishing this purpose; for | know how many 
promotions come to me with comparative prices 
that are not factual but utterly fantastic. 

Perhaps we are not the first group of jewelers 
to take action on this matter. But certainly no 
group has gone about it in a more thorough man- 
er or with more complete cooperation from every- 
one concerned. 

Our plan has been in operation now for four 
months and is going well. We believe in it. We 
believe that single pricing is one important way 
by which we shall regain the public’s confidence. 
There has been a lot of behind-the-scenes work, 
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JEAN SYBE'S HILEGANTE BY CHESTERFIELD 


oe 


ps 


beautiful 14 karat gold bracelet 
set with cultured pearls, genuine 
sapphires or genuine rubles — your 
choice of combinations. One, of'a 
sophisticated new collection for the 
most discriminating lady. Keystone 


two hundred twenty dollars. 


See the entire exciting group 
when your Chesterfield salesman 


calls. or write: 





CHESTERFIELD JEWELERS, ING., 33 West 46th Street, New York 36, N.Y. 
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Rubies, Star Rubies 
Sapphires, Star Sapphires 
Emeralds, Catseyes .. . 
Loose or in Piatinum 
Diamond Mountings 


of Exclusive Design .. . 


VY, V7 Wi bE. ;077, Gyn - 


Formerly Robinson & Sverdliitk 


610 FIFTH AVENUE. Rockefeller Center 





New York vAIR aT ‘SY York 


if | 


Over 35 Years of Service to Leading Jewelers 




















MUSIC TO YOUR EARS 


...IN THE RING OF YOUR CASH REGISTER 
Herschede’s smaller, electric Westminster Chime Clocks 
will sing a merry song to the accompaniment of your 


cash register when your customers see and hear them. 


Traditional in design . . . compact in size. . . exciting 
in price... these Herschede electric clocks provide the 


answer for those who want the finest. 


And only in these three clocks can you find chimes 
amplified to provide the same rich 





resonance you would expect in 






Designed for modern living with No. H-850. For the delight 
electric movements and chiming of any connoisseur, with 
mechanisms and with richly vnvsual arch design and 


much larger clocks. 


No. H-854. Space is no problem with this 
exquisitely made beauty. It has an ivory dial, 
spun brass center, black hands and numerals 
and gold sweep second hand in ao mahogany 
case. 6%” high. 6%” wide. Retail $39.95, 
List $47.90 


gleaming mahogany cases, these ‘**efu! blending of ma- 
terials. The rich mahogany 


versatile clocks are perfectly at cunt Wide on eany Gel 
kome in a wide variety of decora- geld sweep secend hend, 
tive themes. Here in one package, black hands and numerals. 
you have the size, the price and 5%" high, 13%” wide. 
the quality to create sales. Retail $39.95, List $47.90 













Your wholesaler 
is ready to No. H-852. The appearance of any man- 
supply you NOW! tel, desk or table will be enhanced by the 
graceful lines of this traditional model. 
Black numerals and hands on a silver dial 
. with gold sweep second hand, mahogany 
“1CLOCK Co. case. 6%” high, 11%” wide. Retail 


CINCINNATI 6, OHIO $39.95, List $47.90 
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and great credit is due to Mr. Dierker, to Miss 
Nolan and to the department stores which have 
cooperated so spendidly. 

Because of media cooperation there is every 
indication that the advertising code will be fol- 
lowed in Dayton. 

” * * 

Here are some of the Jewelry Standards of 
Accuracy adopted by the Greater Dayton Ad- 
vertising Jewelers’ Association. Rules relating 
to diamonds and to precious metals are omitted 
here because these subjects are covered more 
fully in the Trade Practice Rules promulgated 
by the Federal Trade Commission (see page 115 
of August, 1957 JC-K). 


Greater Dayton Advertising Jewelers’ Association 
Jewelry Standards of Accuracy 

Jewelry Advertising Defined. For the purpose of 
these rules, the term “Jewelry Advertising” shall 
mean any advertising of jewelry, silver-plated flat- 
ware, and/or jewelry services embracing newspaper 
or controlled-circulation media, radio, television, and 
billboard. 


General 


1. FALSE, UNTRUE, MISLEADING ADVERTISING. No 
false, untrue, misleading advertising shall be per- 
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mitted in any media whatsoever... . 


. CUTS AND LAYOUTS. No untrue, false or mislead- 


ing cuts, layouts or drawing shall be permitted 
in jewelry advertising. 


A. 


B. 





Shapes and Sizes. Watches and other articles 
of jewelry must be accurately depicted. 

Cuts of Rings and Watches or Any Jewelry 
Items. Cuts of rings used in advertisements 
must show the stone and the mounting in their 
actual size unless the statement, “Illustrations 
of stones enlarged to show details” appears 
prominently in the advertisement and in type 
not smaller than 8 point. 


. Illustration with Price Range. If an illustra- 


tion and price range are featured, the price of 
merchandise illustrated shall be listed in close 
proximity to the illustration. Statements such 
as “$50 up,” “From $100 to as much as you 
care to pay,” etc., used in an ad showing one 
or more articles, are confusing and leave the 
reader in doubt as to the price of the illus- 
trated merchandise. Cut should have right 
price opposite. 


. Showing Federal Excise Tax. In view of a re- 


cent ruling by the Federal Trade Commission 
(Docket 3174), prices advertised on all items 
on which there is a Federal Excise Tax, shall 
be accompanied by a statement that such tax 
is included, or is in addition to the advertised 
price. Such statement shall be made in either 


SOLID STERLING 
JACK SHEPARD SERVICE 


A distinctive and dainty reproduc- 
tion of a famous design — more 
popular today than ever. Pots hold 
approximately 6 cups and have 
ivory insulators. Tray is 21%” long. 


No. 108....4 pe. set.............. Retail....$360.00 
LAN ens a eR Retail.... 260.00 
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THE RAIMOND ONE-PIECE 
CHANNEL-BACK FRAME 


An entirely new creation by imaginative designers, 
wrought in sterling silver by Master Craftsmen. 


This new channel-back design, exclusive with Raimond *, 

is master-crafted in a single piece to hold the picture snugly. 
The everlasting beauty of the heavy-gauge silver frame is 
protected by an exclusive lacquering process. The sliding 
panel is made with either specially finished white metal or 
high-pile velvet finish. Rounded edges at the bottom cannot 
scratch the desk. Each frame is individually boxed, with 
stock on hand for 24-hour delivery. All sizes are furnished. 


A complete descriptive catalog of Raimond creations is 
available upon request. All pieces carry the Raimond 
lifetime guarantee of quality craftsmanship. 


Simplicity and ease 
re) Meal -lalelilal: mms [em ei ial. 
or turn-buckles, the for 103 years INCORPORATED 
ror tals Maaleh alate Me taalele) take ; 

ly in and out. 





149 Exchange Street, Maiden 48, Mass. 


*Patent pending « 


* 


——ae OOLE 


ce. .° SILVER COMPANY 


6% Se ies TAUNTON, MASSACHUSETTS 


| NEW YORK, 366 Fifth Avenue @ PHILADELPHIA, Washington Sq. Bldg. @ CHICAGO, 29 E. Madison St. @ SAN FRANCISCO, 233 Post St. 
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. CONTEST ADVERTISING. 


close proximity to the price quoted, or be suf- 
ficiently prominent so there can be no mis- 
understanding. 

. SUPERLATIVE CLAIMS-UNRESTRICTED STATEMENTS. 
Claims of superiority, the use of superlatives, ex- 
aggerated and unrestricted statements in the 
description of merchandise, values, policies, or to 
describe a sale or promotion, etc., such as “The 
best jewelry at any price,” “The greatest jewelry 
sale in Dayton,” “The lowest prices in town,” 
etc., shall not be used in jewelry advertising. 

. COMPARATIVE PRICE ADVERTISING. No comparative 
price of percentage reductions shall be used in 
the advertising of diamonds, watches, watch at- 
tachments, silver-plated flatware, clocks (other 
than alarm clocks), cultured or genuine pearls, 
watch repair or jewelry, with jewelry being de- 
fined as a costly article of personal adornment, 
i.e., one of gold or other precious metal whether 
set or not with a gem or precious stone. 

. DISCONTINUED PATTERNS OR MODELS. Discontinued 
patterns or models of any or all merchandise 
must be so advertised. 

. USED, FACTORY REJECTS, SECONDS. Any merchan- 
dise which is used, rebuilt, factory rejects, sec- 
onds, etc., must be conspicuously described as such 
in advertising (also required by city ordinance). 
Any article advertised and not otherwise qualified 
is assumed to be and must be new, perfect mer- 
chandise. 

No contest advertising 


10. 


. AUCTIONS. 


which is not approved by the Better Business 
Bureau shall be permitted in jewelry advertising. 
There shall be no advertising of a 
jewelry auction permitted except such auctions as 
are ordered by the courts and such auctions as 
are required by the law governing pawn shops. 


. “FREE,” “GIVE AWAY,” “2 FOR 1.” Where no pur- 


chase is demandatory, a free gift is permissible. 
Advertising of merchandise or anything of value 
as “free” or “given away,” or the advertising of 
so-called “2 for 1” combination wherein it is rep- 
resented that two articles are given for the price 
of one, or wherein it is represented that two 
articles are being given for the price of one plus 
a nominal charge for the second if the first is pur- 
chased, shall not be permitted in jewelry adver- 
tising. Combination offers may be made in 
jewelry advertising provided the price quoted 
covers the entire combination and provided fur- 
ther that the items comprising the combination 
are definitely related to each other from a use 
standpoint such as, for example: a wedding ring 
and an engagement ring, watch and watchbands, 
men’s jewelry sets, ladies’ fine costume jewelry 
sets, baby combination sets, lighter and matching 
compact sets and/or cigarette case combination, 
pen-and-pencil sets, emblems, buttons or pins 
coupled with lodge ring in combination. 

BUYING OLD GOLD. In any advertisement offering 
to buy old gold where a specific price is offered 
which price is not net to the seller, a statement 








The A424 Set in Jade 





Look at the Stone - - - 


Look at the Setting 


Look at the Styling 


CAN YOU SPOT 
THE VALUE IN 


THE Epis SET? 


expertly cut — sparkling royal pure 
color from inner depths. Available in Oriental Jade, deep 
tone Amethyst, oxblood Coral or crystalline yellow Topaz. 
. « heavy 14 karat gold construction 


throughout, crowned with cultured pearls. 
. distinctive and majestically styled 


to sell. 


All these show VALUE. . . NOW LOOK AT THE PRICE! 


Only because we import our stones direct can we offer you 
these exceptionally high profit makers at these low prices. 
Only because of our high standard of quality do we dare 
sell these to you on a MONEY BACK GUARANTEE! 


OUR POLICY REQUIRES 
A MINIMUM ORDER OF 2 COMPLETE 
SETS OR THE EQUIVALENT. 
Y — NO CONSIGNMENTS 


For your ordering convenience — Mail this Coupon 

















ee es ee eee oes em eee see ee ee ee em erm ce cee en =p 
Artcraft Jewelry Company, 1 West 47th St., New York 36, N. Y. | 
Gentlemen: 

Please send me the | UANTITIES | 
Store Name ! 
Address | 
City Zone.........0+ State | 

ALL PRICES KEYSTONE J 


Terms ~— 2% —30 days E.0.M. to rated accounts 
Guaranteed to be of Unsurpassed Quality by 


ARTCRAFT JEWELRY CO. 1 West 47th St, New York 36 
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“less handling charges” shall appear directly in 
connection with the price. 


11. JEWELED, FULL-JEWELED. Number of jewels must 
be specified if there is a reference to jewels. 


12. UYLINDER MOVEMENT. If any cylinder- or pin- 
lever movement watch is advertised, the fact that 
it is a cylinder- or pin-lever movement must be 
mentioned. 


13. “SHOCKPROOF,” “WATERPROOF,” “NON-MAGNETIC” 
to be used truthfully. The terms “shockproof,” 
“waterproof,” and “non-magnetic” shall not be 
used to describe watches, except in conformance 
with provisions of the Federal Trade Commission’s 
Trade Practice promulgated April 24, 1947. 


14. GUARANTEES. When guarantees on watches are 
advertised, the guarantee must be qualified as to 
how long and what guarantee covers and a maxi- 
mum of one year. 


15. METALS OTHER THAN GOLD OR PLATINUM. If any 
ring or mounting is advertised which is not karat 
gold or platinum, a full description of just what 
metal or metals it is made of must be given. 


Watch Repairs—Services 


16. NO PRICES ON WATCH REPAIRS. Since it is impos- 
sible for any watch repairman to tell how much 
it will cost to repair and/or service a watch until 





he has examined the watch to be repaired and/or | 


serviced, no prices on watch repairs and/or ser- 
vices shall be permitted. 

17. NO TIME GUARANTEES FOR REPAIRS. No guarantees 
which give a specific length of time for which the 
guarantee holds good shall be permitted in watch- 
repair advertising. Za 
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DIAMOND ASSORTING (from page 92) 


have thick backs also, since then he could offer 
neither “showy” appearance nor fine make as a 
sales point. 

The jeweler who chooses to pay top prices for 
finely proportioned stones must be prepared to 
give a convincing sales talk to nearly every dia- 
mond prospect on the virtues of ideal make. He 
may have some difficulty in obtaining large stones, 
if he handles only the finest makes. Most custom- 
ers want good quality, but many are not able to 
pay the price demanded for fine stones; therefore, 
the modern jeweler handles more than one grade 
of diamonds. 

The jeweler-buyer should now have a good basic 
outline from which to set up his entire grading 
system. The element that is lacking is experience. 
Grading diamonds at every opportunity is the 
only way to become a good judge of quality. The 
gemmologist salesman will be happy to assist the 
jeweler with any problem within his knowledge. 
Don’t hesitate to ask him—he’s your friend. & 
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Regal elegance, 
strictly mascu- 
line, is dra- 
matically high- 
lighted in this 
simple, distin- 
guished 14K gold 
setting of a 
magnificent 

11% x 9% oval 
Linde Star Ruby 
No. GM285S/B 
from ALSAN, 
New York 





be sure you get 
genuine 


LINDE 
STARS 


— Linde Stars are man- 
The ficen n ein Union Carbide’s Chicago 
aa hi ‘ ne plant... cut and polished for 

© sapphires a brilliance . . . carefully graded 





rubies that for quality and distributed 
through Linde’s exclusive dis- 
star in the lovely and ‘Ti>utors. AND because Union 


Carbide’s unsurpassed 
exclusive designs of controls assure the FINEST ia 
these leading ak LINDE Stars BS a a 

. . «+ & y on 
facturing jewelers your order... be sure it 
: appears on your invoice. 
star all-ways in your ee: can count on these manu- 
acturers, the nation’s foremost 
profit-picture manufacturing jewelers, who 
perfer LINDE Stars. 


NEW YORK CITY Murray Perkel & Co., ST. LOUIS, MO. 
Alsan Mfg. Co. aon Kinsley & Sons, Ine. 
Geokerman & Lerner Samuel Platzer Co., Ine. OHIO 


Belenky Bros., ine. 

J. L. Brandt Co. David. Sarkin, ine, 6=-_—*Frratianne Mfg. Ce. 
Coronet Jiry. Mfg. Co., William Schneider 1. 8. Goodman Mfg. Os.. 
~~ Bree Sw irs Bros., Ine. 

Davidson & Sons ji Skalet Mf ‘Co., Ine. ~ 
E.'S" Feinstein & ec aE. Rebbine & Te Nicer Core. 
ein n 0 
po ee re me. Helm and Hahn Co. 


e ton meeedais N. . 
evertz & Co., Ine T -Lewis Co. PROVIDENCE, R. 1. 


H. Glaser Co. Bock 
Goldstein-Gerson Ce. M. A. Reich and Ce. Dolen & Bullock Ce., 


Green & Co., pe. ine. Ine. 
Ben nae aod ri CHICAGO, ILL. 
jai Ed. Cain & Co.. Ine. NEW JERSEY 
Grete Co., tas. Hallmark Ring Corp. 
Harry Guise Ine. Hirseh and Oppenheimer Acme Ring Mfg. Ce., 


irvring Co Ine. 
§. Jollotsky & Sone, tae. Stein & Ellenbogen Co. Bond Diamend Co.. Ine. 


oe hé& 
INDIANAPOLIS, IND. a F. Fel 
Morr aplan and Sons ger, 
Seaiee eee Ring Go. Goodman and Company jabet Ring Mfg. ow 


ne. 
K. S. K. Jiry. Co., Inc. MINNEAPOLIS, MINN. Jones & Woodland Co., 
Mercury Ring Corp. Ostbye and Anderson 


CHARLES F. WINSON 


WORLDWIDE DISTRIBUTORS 


S80 FIFTH AVENUE. NEW YORK 36: COLUMBUS 5-2656 


*Linde is a registered trademark of Union Carbide Corp.—a synthetie gem. 
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Its influence on your business starts 
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How a spiderweb helps us “put time in a bottie’”’ 


In the eyepiece of the telescope used 
to observe the fixed stars at Elgin is 
a pattern of vertical “‘wires’’. Actu- 
ally, they are single strands of spider- 
web... only 7 thousandths of an 
inch apart! Star observations are 
transferred to Riefler precision 


clocks (see picture), in hermetically 
sealed, vibration-proof ‘‘bottles’’ 
which guard against atmospheric 
changes. These help establish the 
time on the Mean Time Clock, 
which provides time signals to Elgin 
workrooms, wheretheyare put touse. 
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What does the 


ELGIN OBSERVATORY 
actually do 


for jewelers? 


Observatory time signals help us build in accuracy on 





the assembly line, to give lasting satisfaction. 


If ever a factory could be said to have a 
‘‘*heartbeat’’, Elgin has one! The pulsa- 
tions of the Master Clock in Elgin’s Ob- 
servatory are piped to every assembly 
line, providing a reliable and continuous 
time-service. As thousands of watches 
are adjusted each day—for position and 
temperature—and regulated, the time- 
piece with which they are compared has 
to be accurate to the nth degree! And 
this accuracy is built right into Elgin 
watches. It’s a very saleable commodity! 

However, the Elgin Observatory con- 
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tributes far more to your business. To 
your customers, it is a powerful symbol 
of time authority. They know this from 
Elgin advertising. They learn it from you. 
And long after they have bought an 
Elgin watch, they remain proud of the 
fact that it’s “timed to the stars’’. 
The Elgin Observatory is only one of 
many ‘“‘tools’? Elgin uses to assure you 
and your customers of the utmost in 
craftsmanship, accuracy and dependa- 
bility when you or they buy Elgin. And 
no pains are spared to achieve this aim! 





in Elgin and lasts past the point of sale! 


wtewerter 


qi 


— where the will always 
finds the way to 


achieve top quality 
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It’s time to feature these 
LIFE-advertised brands 


. . . because these are the popular brands that 
LIFE is pre-selling during September. 





September 2, 1957 


General Electric Company— 
TV Monochrome—spread, c. 

Ansco—page, color facing 4% 
page, color 

International Silver Company— 
Holmes & Edwards Deep 
Silver—page, color 

W. A. Sheaffer Pen Co.— 
page, color 

Remington-Rand Electric Shavers 
—page, color 

Westinghouse Electric Corp. 
—Lamp Division—page, color 

Eversharp Shaving Instrument— 
Y Razor—page 

General Electric—Large Lamp 
Division—¥4 page, color 

Master Lock Company— Master 
Locks—l4 page 

Olympic Radio & TV Inc.- 
Vy page 

Tuckersharpe Pen Co.—Ball 
Point Pens—28 lines 


September 9, 1957 


Philco Corporation—Transistor 
Radios— Model 6—spread, c. 

Argus Cameras & Projectors— 
page, color 

Radio Corporation of America 
—TV Division—page, color 

Scripto Inc.—page, color 

Sunbeam Shavemaster—page, c. 

Swank Men’s Jewelry—\, page, 
color 

Esterbrook Pen Co.—-Consumer 
Campaign—page 

Artcarved Diamond Rings— 
Ya page 

International Molded Plastics— 
4 page 

Ronson Corp.—Fuel—% page 

Brite Mfg. Co.—42 lines 

United Plastics Corp.—14 lines 


September 16, 1957 


Westinghouse Electric Corpora- 
tion—TV-Radio Division— 
spread, color 

Bell & Howell—page, color 

Monsanto Chemical Company— 
Plastics—page, color 


Your business responds to T F F 





Parker Pen Company—page, c. 

Scripto Inc.—spread, color 

Esterbrook Pen Co.—Consumer 
Campaign—page 

General Electric—TV Mono- 
chrome—2 pages 

W. A. Sheaffer Pen Company— 
ly page, color 

Burroughs Corporation—\ page 


September 23, 1957 

General Time Co.—Westclox— 
page, color 

Shwayder Bros.—Samsonite Card 
Tables—page, color 

Underwood Corporation— 
Portable Typewriters—page, c. 

General Electric Company— 
Large Lamp Division—page, c. 

International Silver Company— 
1847 Rogers Bros.— page, color 

General Electric—Irons—F61— 
2 pages 

Esterbrook Pen Co.—Consumer 
Campaign—page 

General Electric Co.—Electronics 
Components Division—page 

Polaroid—page 

Radio Corporation of America 
—Tube Division—]l4 page 

Poole Silver Company—Sterling 
& Silver Plated Holloware— 
28 lines 


September 30, 1957 
Eastman Kodak—Color Slides 
& Snaps—page, color 
General Electric—TV Mono- 
chrome—page, color 
Philco—Transistor Radio— 
Model 6—page, color 
Smith-Corona Inc.—Portable 
Electric Typewriters—page, c. 
Webcor Inc.—page, color 
General Electric—Portable 
Appliances—page 
International Silver Company— 
Sterling Division—page, color 
Keepsake Diamond Rings—}, pg. 
Sylvania Electric Products— 
Photolamp Div.—' page 
Steelman Radio & Phonograph 
—l,% page 





because people respond to \@433 
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LETTERS... 


STAMP PLANS: I’m writing this in a spirit 
of helpfulness to other jewelers who, like 
myself, spent a lot of money in the past 
year on one or another of the so-called 
diamond stamp plans, and have not found 
it very successful. Many of these jewelers 
are continuing to pay out good money 
when the same amount expended for other 
efforts would be more worth while. 

You sign up for the stamp plan on a 
yearly contract at so much per month. 
Well, at first it sounds very, very good. 
By the time you purchase the various 
folders and the various envelope inserts 
that you must have, you’ve gotten in for 
quite a lot of expense. We have found that 
if the same amount of effort and the same 
amount of money were spent in showing 
the diamonds right off the floor and in 
your windows by proper and intelligent 
display, more sales can be made. 

It’s not only stamp plans but radio ad- 
vertising and the amount of radio adver- 
tising. The same thing all along the line 
with newspaper advertising, with promo- 
tional direct mail and what have you. 
There comes a time when a jeweler spends 
too much money on outside help for pro- 
motions and therefore becomes too darned 
lax in his own personal efforts on the floor 
and in the window. 

EDWIN FREED 
ELMIRA, N. Y. ALPERT’S JEWELERS 
REGISTERED MAIL FEES: The new Post 
Office ruling that the value of all regis- 
tered packages be declared in full, even 
though a concern carries commercial in- 
surance, has struck a hard blow at the 
jewelry industry. 

Let’s say, for example, that John’s Jew- 
elry Store, in Marshall, Minn., takes in a 
diamond ring worth $1000 for repair. The 
diamond is loose, and they send it to us. 
Our charge may be $1. But under the new 
ruling they must declare a $1000 value, 
which requires a $2 fee plus first class 
postage. And, in sending it back, we must 
charge another $2 fee plus postage. 

Or suppose we receive a request from 
John’s Jewelry for a memorandum selec- 
tion of diamond rings. His customer 
wants to spend $200, and so we send him 
six rings on memorandum. The package 
at wholesale must be declared at $600 to 
$700 in value, requiring a $1.75 fee plus 
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postage. Then, the jeweler must pay $1.75 
plus postage to send this package back 
for a total outlay of $3.50 plus postage. 
Many of the memorandums are returned 
without sales, because the retailers’ cus- 
tomers are merely shopping. 

We realize that the Post Office Depart- 
ment is trying to raise more money, but 
we believe that when this new ruling was 
put into effect, the Department had no 
knowledge of the intricacies of our busi- 
ness or realized that the burden would 
fall so heavily upon us. 

Actually, the cost of delivering a reg- 
istered package valued at $1000 is no 
more than that of delivering a package 
valued at $100. We believe jewelers should 
be allowed to continue as in the past, with 
commercial insurance to cover the higher 
valuations. 

We propose that instead of allowing 
registered packages covered by commer- 
cial insurance to be valued at $25 (old 
fee 55¢) that a minimum and maximum 
fee of 75¢ be established. This would 
amount to an increased cost of approxi- 
mately 37 per cent to mail a registered 
package, a very huge increase indeed. 

E. C. KIRCHNER 


MINNEAPOLIS KIRCHNER & RENICH 


MOROCCAN ART CENTER: I noticed in your 
August issue an advertisement by the 
Moroccan Art Center with an address at 
30 Rockefeller Plaza, New York. In the 
same issue in the “They’re New” section 
appeared the same merchandise but with 
a different name and address. I am anx- 
ious to contact the company. Which ad- 
dress should I use? 
LOS ANGELES, CALIF. HARRY A. TRIMBLE 
Write to Moroccan Art Center, 30 Rock- 
efeller Plaza. The other address crept in 
through an editorial error.—Editor. 


TOO RAPID WORK? Many states require 
watchmakers to pass an exam before 
being permitted to work. Jewelry store 
owners should also be required to pass an 
exam to see if they are fair to the public. 
When you go to work for them, they ask 
how many watches you can turn out—and 
unless it’s 8 to 10 a day, they don’t need 
you. 


TOLEDO ROY WARD 


In writing to the editors, address JEWELERS’ 
CIRCULAR-KEYSTONE, Dept. E, Chestnut and 56th 
Sts., Philadelphia 39, Pa. 
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IT’S GOOD FOR THE 


LUSTRE 


There are no limits to the amount of care and 
pampering TOGA pearls get. It’s not because 
pees are fragile . . . but because of their beauty 
perfection. You'll know what we mean when 
yo u see them— and so will your clients. 
OGA cultured pearls are the cream of the 
Pacific seas, destined to be worn by the loveliest 
ladies of the world. 





Write today for free new catalog 
showing the complete line of necklaces, chokers 
and cultured pearl jewelry. 


Memorandum Selection Rushed Upon Request! 


To Show TOGA Cultured Pearls—Is To Sell 
TOGA Cultured Pearls. 





A Division of Maurice mem & Sons 
10 W. 47 St. Suite 903 New York, N. Y. 


PL 7-5764 PL 7-8293 
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iT ROWED, 
PLASTIC 164 
IN ALL COLORS 
PARCHMENT 


el moma di ital 


Mid.by ARCH CROWN TAGS, INC. 
277 Halsey St, Newark 2, 4) 





50 GOLD ST., BROOKLYN 1, 
Largest Selection of Trophies in The World 


‘ Ae | ARLEN TROPHY “4 














They're New .. . They're 


Yours to Profit By 


The “Golden Clipper,” a 17-jewel, self-wind- 
ing, shock-resistant watch with unbreakable 
mainspring; and the “Lady Bulova B” with 
radium hands and dial. $85 each FTI. By 
Bulova Watch Co., Flushing, N. Y. 


> 


Speidel’s “Windswept” watch bracelet with 
tapered styling comes in four types—black in 
gold-filled frames, black leather in gold-filled 
frames, white gold-filled and yellow gold-filled. 
$10.95 FTT. 


9? 


New “Concave” wedding-band styles, hand 
engraved in palladium. To retail for $45. From 
Certified Metals Co., 117 Edison Place, New- 
ark, N. J. 


New “Cookamatic” griddle, 10 in. x 15 in. 
Cool plastic handles and feet for cooking and 
serving at table. Tilted surface for drainage 
of grease. By Landers, Frary & Clark, New 
Britain, Conn. 
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LET THE BEAUTY OF 


GIFT WRAPPINGS 
® 


BUILD PRESTIGE FOR YOU 


Your customers expect attractive gift wrapping 
from your store... a competent gift wrapping 
service has become a normal part of doing 
business in any store with an eye to its own 
prestige. TIE-TIE Gift Wrappings offer every- 
thing for the complete gift wrapping service— 
PLUS the extras that mean added prestige, in- 
creased customer confidence... new customers! 

Expertly designed papers styled by TIE-TIE 
—the top name in gift wrappings... in counter 
rolls and flat sheets. 

Shining Tie-Tie Satintone that makes bow- 
making so easy because Satintone is the same 


¥ 
Beau- Wor 


TRADE-MARK 
MULTI-BOW MAKER 
Makes more than a dozen kinds of 
fancy bows. For 4- and %-in. rayon 
Satintone and %-in. curling cotton 

Ribbonette. 


ONLY s4 G50 


* Pat. appd. for 


Bolt attachment for 
making multi-colored 


bows. $350 





on both sides, sticks to itself when moistened, 
strips to desired widths for beautiful extra effects. 

Safe, efficient bow-making machines that 
produce beautiful bows quickly, easily. 

Store plans to help set up your department, 
with blueprints, merchandising aids, training 
program. 

Everything you need for your store gift 
wrapping program from Tie-Tie, the nation’s 
leading manufacturer of gift wrappings for 
store-use, for resale. 

Mail coupon now for samples and further 
information. 


SATINTONE BOW MACHINE 


Perfect bows every time, in less than 
half the time! No ribbon waste. For 
Y-, %- and 1%-in. Tie-Tie Satintone. 


ONLY $3450 


with purchase of 48 
bolts of %-in. and/or 
%-in. and/or 1%-in 
Satintone 


CHICAGO PRINTED STRING CO. 
2300 Logan Blivd., Chicago 47, Ill. 








" 
At no cost or obligation to me, please send me additional infor- l 
mation on: i 
Beau-Mor Multi-bow Maker _) Tie-Tie Satintone Bow Machine [| | 
Samples, information for store gift wrapping program () | 
Have your Representative visit us | ! 


Name 





Store 





Address 
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Two new Hamilton 17-jewel ladies’ watches. 
The “Prisma” has oval dial, faceted case and 
end ornaments. The “Classic” has thin mark- 
ers, rectangular end ornaments. $59.50 with 
matching bracelet; $55 with cord. 


~ 
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“Vista,” Oneida’s new stainless pattern, 
bears the Good Housekeeping and Parents’ 
Magazine seals. Nationally advertised. 6- 
piece place setting to retail for $7.95. 


Onyx rings from Wefferling, Berry & Co., 8 
Rose St., Newark. The Masonic ring with dia- 
mond for $56 keystone; the K of C ring for 
$38. Also available in synthetic ruby or syn- 
thetic blue spinel. 


Swedish drip-stopper prevents dripping of 
wine when serving; drops return into bottle. 
In silver plate on nickel silver, $5 plus tax. 
Distributed by Viking Trading Co., 5555 Clare- 
mont Ave., Oakland, Calif. 


JEWELERS’ CIRCULAR-KEYSTONE, SEPTEMBER 1957 
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line of Fisher aged 
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quality seuae loyal customers. 
Order through your wholessiot 
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J. M. FISHER CO. 
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faarter and Sons 


(MAKERS OF FINE JEWELRY 


SINCE 1865 


5, , - cy. g. 
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REG.U.S. PAT. OFFICE 


MANUFACTURING IN PRECIOUS METALS EXCLUSIVELY 




















Tue Cat's Whiskers 


(are white gold) 


The rest of her is I4K yellow 
gold with oriental cats-eyes and 
ruby tongue. She's unique and 
versatile, curling up and purr- 


ing on tweed or satin dress. 


F. & F. FELGER, INC. 


480 Washington Street 
Newark, New Jersey 
A A GES oO RRR ere 
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“What are you worrying about... 
it’s a Flex-Let Band! Ain’t it?” 












































For memorable occasions . . . 


“ORIENTA” Cultured Pearls 


You can give a pearl at a time with our 
“START-HER-NECKLACE” GIFT PLAN 


Write for Illustrated Folder 


LEYS, CHRISTIE & CO., INC. 


65 Nessew S?., New York 





They’re New .. . They're 
Yours to Profit By 


Alarm clock in French provincia] design by 
G-E Telechron. Fruitwood case with etched 
gold-color dial, black roman numerals and 
serpentine hands. Height 5% in., width & in. 
Suggested retail price, $29.95. 


This is the “Twilight,” a new lady’s watch 
by Elgin National Watch Co., Elgin, Ill. The 
“wrap-around” crystal is swept over and 
around the metal edge of the case. The model 
shown here will retail for $79.50. 


“Luxura” jewel case with end compart- 
ments and lift-out trays. In ivory with blue 
lining, pink with coral, smoky desert with 
blue. Gold embossed top. To retail for $10. 
By Babcock, Inc., 16 E. 50th St., New York. 


Lady’s diamond watch in 14K yellow-gold 
case. Seventeen-jewel movement and guaran- 
teed unbreakable balance staff and mainspring. 
From new Christmas line of Croton Watch 
Co., 404 Fourth Ave., New York. 


JEWELERS’ CIRCULAR-KEYSTONE, SEPTEMBER 1957 























Canister cleaner by Hamilton Beach Co., 
division of Scovill Mfg. Co., Racine, Wis. Toe 
switch, 7-foot plastic hose, swivel top and 
wheels, “dispos-a-bags.”” Complete set of floor- 
to-ceiling tools. For $79.50. 
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The “Professional,” a 35mm camera with in- 
terchangeable lenses and automatic exposure 
system. From the new line of Wittnauer cam- 
eras for sale through jewelers only. Compre- 
hensive price range. 











New set of “Out of This World” men’s 
jeweiry by Squire, Inc., Taunton, Mass. The 
tie clasp and cuff links shown here are to 
retail for $15 plus federal tax. Sets in other 
designs to retail from $2.50 to $20. 





The “Ceylon” in brass case with blue metal 
mirror dial, brass numerals, hour marks and 
hands. “Ding-dong” strike. Height 5% in., 
width 8% in. Seth Thomas division, General 
Time Corp. $39.75 retail. 
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‘craftsman 


The most 
outstanding 
advance in 
ring display 
a sophisticated 
creation com- 
bining dramatic 
simplicity and — 
contemporary styling. 
A self display package 
for one, two or three 
rings. Available in 
pearlescent shell, 
white, blue, grey, ivory, 
turquoise, and lime 
with the finest grade 
peta! velvet in white, 
blue, champagne, poppy, 
peacock, aqua, individually 
packaged. $11.50 doz. 


ROCKET 


JEWELRY BOX INCORPORATED 
125 E. 144th ST., NEW YORK 51, N. Y. 



















ERGRHRASACCRRETTROCRAATRRATARCRATCCR RR TRRER ETC AR EARS EEE 


tii 


...a new gift item from a 


century old swedish FIRM 


Tindbinaten foremost silver- 
smiths and manufacturers of 
fine gold items C. G. Hallberg 
Co. are suppliers to the Court of 
Sweden. The #3210 Hallberg 
Swedish drip-stopper prevents 
dripping wine or liquor when 
serving. The last drop returns 
into the bottle saving the table 
linen. 





0: heavy silver plate on nickel 
silver, it is both elegant and 
durable. Easily promotable it is 
a very smart and most accept- 
able gift item for any occasion 
and almost indispensable for the 
fastidious hostess and host. 


#3210 


HALLBERG SWEDISH 
Drip-Stopper 


RETAILS AT 


$5.00 plus tax 
Keystone 


FULLY GUARANTEED BY THE EXCLUSIVE DISTRIBUTORS FOR THE U.S.A. 


VIKING TRADING COMPANY 


5555 CLAREMONT AVE., OAKLAND 9, CALIF. 
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CASH for Your 
Surplus Silver, Diamonds and Jewelry 


We will pay cash for any of your sterling patterns 
—any quantity, large or small — active, inactive, 
obsolete, new or used. 


We are particularly interested in buying Gorham, 
Reed & Barton, and Weidlich active, inactive and 
I obsolete flatware, either new or used. 


Send shipment for immediate offer. Our check 
covering payment in full mailed same day. Silver 
will be held intact awaiting your acceptance or 
rejection. 


We are also interested in cooperating with iewel- 
ers who receive calls for older sterling patterns that 
are no longer available. 


Will also buy diamonds—any size and quality—as 


well as antique and modern jewelry. 


Reference: Jeweler’s Board of Trade or 
Dun and Bradstreet 


Julius Goodman 
& Son 
Memphis Jewelers Since 1862 
113 MADISON AVENUE @ MEMPHIS, TENNESSEE 


























“the Prestige of 
Steel Shelled Noble Packaging” 







Write for 
Particulars 


Courtesy 
Hearing Aid Division 
Zenith Radio Corp. 


F. H. NOBLE & COMPANY 


Manufacturers Since 1876 
" ies 559 WEST 59th STREET 
oaies ice va 
; 4 Wane St. New York CHICAGO 21, ILLINOIS 
Walker 5-2036 or $-2037 WeEntworth 6-0131 
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They're New .. . They're 


Yours to Profit By 





New Ronson “Varaflame” pocket lighter 
in black enamel, brown tortoise and chrome. 
Ridged adjuster wheel for “finger-tip” flame 
height adjustment. To be heavily advertised. 
Prices start below $20. 





This necklace of 14-k yellow gold is cen- 
tered with a cluster of three pear-shaped 
carved jades set in gold, and it may be re- 
tailed for $90. It was created by the Art 
Craft Jewelry Co., New York. 





Turn of control dial converts this iron to 
steam or dry. Fabric-selector dial for choosing 
right ironing temperature. Tip-up heel rest. 
3% lbs. From Toastmaster Division, McGraw- 
Edison Co., Elgin, Ill. $16.95. 





“Diana,” a cuff-bracelet watch. Gold- or 
silver-colored. Also in mink, blue, red, gray 
or black enamel. From Sheffield Watch, Inc., 
663 Fifth Ave., New York. To retail for 
$15.95 plus tax. 
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Longines lady’s watch, said to be the small- 
est round watch in the world (actual size 
shown). Beat is speeded up 20 per cent faster 
than normal and usual time-testing can be 
used for checking. Various styles. 





Indoor-outdoor thermometer with tubes 
capped by brass-finished ornaments, mounted 
on walnut. Four feet of capillary tubing. 10% 
in. high. From Airguide Instrument Co., 2210 
Wabansia Ave., Chicago. $9.75. 





A continental ensemble in 18k gold or plati- 
num. The ring can be made for any price 
range, depending on size of center diamond. 
From A. Jaffe & Son, Inc., 64 W. 48th St., 
New York. 





New piggy bank plated in gold or silver. 
Gift boxed. By Raimond, Inc., 149 Exchange 
St., Malden, Mass. To retail for $2.75. 


JEWELERS’ C/IRCULAR-KEYSTONE, SEPTEMBER 1957 





io cacy! te prottable! 


Stamp names or monograms 
on 

Fountain Pens - Writing Papers 

Leather Goods - Gift Items 


Quick service clinches sales 


This beautiful mono- 
gramming adds “buy 
appeal” to your mer- 
chandise. Stimulates 
sales. Goods stay sold 
and cannot be returned 
for credit or exchange. 























You can rent a eS 
¢ achi / ’ = 
Kingsley Machine | ffl 5 : ye 
on easy terms. Ae Sar 
Write for details. ee 
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KINGSLEY STAMPING MACHINE CO. 


HOLLYWOOD 38, CALIF. 





MIKIMOTO_ 
CULTURED PEARLS 





K. MIKIMOTO & CO. LTD. 


2 WEST 46th ST., N. YY. C. 36, N. Y. 
JUDSON 6 6992-3 
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There are fewer than 
200 jewelers whose customers are 
potential purchasers of our original designs 
in precious gem jewelry, retailing from 
$200 to $2,000. 
lf your clientele embraces this market, 
we believe we can serve you to your 
distinct advantage. 


Inquiries from rated accounts 

are invited. 
FOR OVER 
50 YEARS 


Geo. Schuldy er ae : 2 


~ 
¥ 


ASSOCIATED WITH PREFORMED PARTS, INC 


FACTORY AND OFFICE N. Y. SALES OFFICE 
520 Bedford Road 515 Madison Ave 
Pleasantville, N. Y New York 22,N.Y 











BE PROFIT DAYS 
FOR YOU! 


Theres co b g new nigh schoo! mar 
ket tor every progressive jeweler. 
Every high school student wants 
college type rings—and here they 
are... the ‘preterred list'’ de 
signed and created by the nation’s 
eade: College Seal Rings. 
Every high schoo! upper classman 
is a live prospect. Make your store 
HEADQUARTERS for these popu 


or new Cc | ege tyle hiat sch ry 






rings. 

ORDER ONE RING OR A DOZEN 
No die charge tor orders of 12 or 
more : Or y a smo cnorae 
$23 tor Tne Tirst tie mal er 
quantities from then on yo 


i i " el 
roer one r & hundred rir as vy +r 


Send for Our High Schoo! Ring Booklet, Now. 


ATTENTION JEWELERS EVERYWHERE 
Catalog of 68 New England College Rings now 
available. Write for yours. Dept. J957. 








236-A BROADWAY 


CAMBRIDGE 39, MASSACHUSETTS 
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They’re New. . . They’re 


Yours to Profit By 


is “4 





Ring with 29.23-carat star sapphire, two 
tapered baguette diamonds .46 carats and 12 
baguette diamonds .61 carats. By Barnett 
Robinson, Inc., 610 Fifth Ave., New York. 
For $8,000 keystone. 





“Stuart” is name of new design in stain- 
less steel flatware, early American in feeling; 
made in Western Germany, 5-piece setting 
may retail for $7.75. Distributed by Fraser’s, 
Inc., New York. 





man’s 


The “Jetstream,” a new 23-jewel 
watch by Gruen Watch Co. Radium dial and 
sweep-second hand. Water, dust and shock 
resistant. For $69.50 with trade-in mark-up. 
Window streamers and mailers. 


The “Primrose,” one of seven new match- 
ing groups of billfold, eyeglass case, key 
case. Also cigarette case. In red, grey, blonde, 
near white or black with pink roses. The bill- 
fold for $5. Rolfs, West Bend, Wis. 
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RUNNING A 
SUCCESSFUL 
SALE 

IS AN ART 








by Manny 
Silverman 





A 7-jewel Phinney-Walker Colonial candle- 
stick clock in gilt case for $16.95 plus tax, and | 
a 7-jewel Semca wall clock with pull-wind fea- 
ture for $59.50. Both from Semea Clock Co., 
Irving Place, New York. 





IMITATION 1S THE SINCEREST 
FORM OF FLATTERY! 


clip. The metal ball point is textured and | BUT AT BEST IT’S 
porous for intense writing line. Writes over | 


even greasy and glossy surfaces. By Parker 


Pen Co., Janesville, Wis. For $1.95. | | 
STILL ONLY IMITATION! 


We have recently been plagued with a deluge of 
imitators. They imitate our ads, our merchandising 
program, our contracts. The object of these apers 
is to give the jewelers the impression that they can 
duplicate Silverman Sales Results—All their efforts 
are at best, sheer mimicry. It takes hard work, crea- 
tive ideas, sound economic thinking and planning to 
get the most out of a sale. We continuously strive 
for improvement in order to gain the best possible 
| results. 











xen 


We have only one deal, the cost for our service is 
the same to everyone. Our motto—"THE JEWELER 

: | MUST GAIN HIS OBJECTIVE IN ORDER FOR US 
“Le Roi” clock by Howard Miller Clock Co., | TO EARN OUR FEE." REMEMBER—IN OUR BUSI- 


Zeeland, Mich. Antique walnut finish, 18 in. | NESS—"NOTHING TAKES THE PLACE OF—¥IN- 
square. Black hands against golden sunburst | TEGRITY—REPUTATION—EXPERIENCE."” 

(emblem of Louis XIV, the Sun King). Brass | 

numerals. Suggested price, $49.50. | We will not take your sale unless we see you in your 


store, in your town, firsti—At our expense of course. 
We must both feel that we can mutually profit from 
our association before we can conclude our deal. 


IMPORTANT—We only have two apenings for flat 
sales, and one opening for an auction for the bal- 
ance of 1957. Act now! Don't Delay! Every fall 
many jewelers are disappointed because they con- 
tact us too late. 


WRITE! WIRE! CALL COLLECT! 


The “Chatham” 'S Wi h ia iene | 
desig i 60 Ge chan. Rapeiaton band al | SILVERMAN SALES ENTERPRISES 


matching design. To retail for $100. From | 580 Fifth Avenue. New York. N. Y 
Zodiac Watch Agency, 15 W. 44th St., New | ch 
; Telephone: Plaza 7-4693 


York. 
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We asked Jewelers 
how they felt about’“‘Promotions in Silver’ and... 


“What! Only 323 


Whichever way you pointed on “Promotions in Silver,” we thank you, jewelers, 





for taking time out to reply. 323 of you answered us. . . 303 in favor, 20 against. 


The real information, the facts and opinions you offered—pro or con—are invalu- 


able. We’ll use them to guide our way of thinking. Look for your ideas and sugges- 


Salt Lake City, Utah: Whether we like it or not, 
it isn’t fashionable or profitable to be “snooty.” Induce- 
ment is the answer. 

North Bend, Ore.: Sterling should be in there pitch- 
ing for consumer dollars. All promotions are good. 
Bronx, N. Y¥.: Everyone loves a bargain. Sterling 
needs promotion or your sales potential “dries up.” 
Grand Junction, Colo.: If you have a promotion 
in decent taste that gives the public fair values for their 
dollars, you won't lack for an audience. 

Whittier, Calif.: Salespeople love to have an “Ace” 
up the sleeve. That’s what you have with “in store” 
promotions. 

Evelith, Minn.: Last promotion here a howling suc- 
cess. Received many inquiries long after the sale was 


over. 


Litchfield, t.: House to house canvassing is hurting 
us. More promotions would help us. 

Asbury Park, N. J.: A shot-in-the-arm to stir inter- 
est of customers completing or filling-in incomplete 
Services. 

Hastings, Neb.: We're in a cycle that takes promo- 
tions to sell anything today. If we don’t, we lose sterling 
dollars to some other line. 

Wellesiey,Mass.: Promote to teenagers today, or 
they'll be satisfied with the no work, no polishing, no 
beauty, lower-priced substitutes. 

Pine Biuff, Ark.: A promotion gets a customer’s 
“feet wet.” A promotion can convince her she can 
afford it. 

Portiand, Oregon: Times have changed. Now it 
takes pre-selling merchandise through national ads, a 


Thanks for writing our ad, gentlemen! 


We're sorry there wasn’t room for all 323 of you. 
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different points of view?” 





tions in Wallace advertising, promotions and point-of-sale material from now on! 


You'll all hear from us again soon and prize-winners will be notified. But now— 


for what you had to say about... . 


“Promotions in silver . .. why do I need them?” 


story to tell which the pocketbook loves to hear. “Save, 
get quality goods, pay in part, get part free.” 

Seattie, Wash.: Promotions are helpful in stimu- 
lating and creating sales . . . as well as encouraging those 
who have sterling to add to or complete their service. 
It’s necessary and lucrative. 

Kansas City, Kansas: Promotions bring in new 
customers. Help create new sales. Help those who have 
already picked new patterns to get more. Help store 
traffic all around. 

Hollywood, Calif.: Promotions start the ball roll- 
ing. It increases volume throughout the store. Builds 
traffic and conversation around town. Takes the play 
away from competition. 

Dallas, Texas: A good value creates excitement 
that’s contagious and consequently results in other than 


VAN /% Nas — 


SIV ERSMITHS 
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normal demand. 

Cincinnati, Ohio: We need promotions to break 
down “Threshold” resistance. At the same time, we build 
dollar volume. No “gimmicks” just good staple pieces 
at compelling low prices! 

Chicago, Ill.: With so many commodities fighting for 
customer’s dollars, sterling promotions are a necessity. 
Sheboygan, Wis.: Promotions actually jar our 
thinking out of the humdrum into smooth “profit-mak- 
ing” thinking. After all, our silver department accounts 
for a large part of our business, these promotions will 
develop it. 

Baltimore, Md.: Aim promotions at the 14 to 18 
year old, our most potential market, the future brides. 
Once a promotion clicks with the young ladies, thev think 
sterling, they talk sterling. 


At Wallingford, Conn. since 1835 


| 
ee er 
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SILVER PLATED HOLLOW 
' £@ Q WARE, HANDCRAFTED AND 
, TARNISH RESISTANT, IN 


DISTINCTIVE DESIGNS. 


WUERTTEMBERGISCHE 
METALLWARENFABRIK 


GERMANY 


IKORA IS CREATED BY THE WORLD’S MOST 
SKILLED CRAFTSMEN AT THE RENOWNED 


W.M.F. FACTORY. 
TO RETAIL FROM $4 TO $27 


ORA 


IMPORTERS NC 








Table Top Fashions 





This “Hevre” ashtray is one in a group of new 
designs in Sevres crystal from France; handmade 
in lead crystal, it is 8 in. in diameter and may 
retail at $16. French Glass Co., Inc., New York. 





New silverplate chafing dish has chased cover 
and applied border design, wooden handle; ca- 
pacity, 134 qt. With alcohol burner, $39.95 plus 


tax. By International Silver Co.. Meriden, Conn. 





New “Eldorado” coffee service designed by 
Georges Briard in solid brass or copper, $85: 
silverplate, $104. Ornamented with gold or enamel 


inserts. Distributed by M. Wille Co., New York. 
(please turn to page 140) 
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NEW Lilt 


“Jewels” for fast turnover 
6 proven best sellers for jewelry stores in 


WVALLACE 


Now — the perfect patterns to stock and promote! 
Each one maintains the high quality standards you 
demand for your customers. Wallace’s Custom Stain- 
less features the finest in heavyweight, fully graded 
stainless steel polished to a satin finish and beautti- 
fully balanced. Wallace’s Hallmark line offers graded, 
heavyweight solid stainless at popular prices. Both 
lines are sleek and modern...and they're handsomely 


WALLACE STAINLESS. . 


IEWELERS'’ CIRCULAR-? SEPTEMBER 1957 


. A DIVISION OF WALLACE SILVERSMITHS. AT WALLINGFORD, CONNECTICUT. . 





STAINLESS 


gift packaged for your counter and window displays. 
All 6 patterns shown are proven sellers, perfect for 
the busy Fall and Christmas selling season ahead. 


NEWLilt ° Bright Star 
16-piece starter set in Hallmark Stainless, $10.95 
NEW Balance 
16-piece starter set in Custom Stainless, (reg. $24.95) $19.95 


Sonnet . Circe . Ballet . 


. SINCE 1835 
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FRANCONIA CHINA 


One of Europe's Finest........... 

| at, 
BEAUTY 
AND 
QUALITY 
THAT 
JEWELERS 
DEMAND! 





INTRODUCING ......... “Eldorado” 
Tasteful simplicity is combined with the elegant detail of dainty 
blossoms reserved in Gold panels and accented with Gold bands 
© © © to create a Gadroon border of exceptional beauty on pure 
white translucent porcelain. 5-pc. Place Setting with 1034” dinner 
plate: $13.95 Retail (Slightly higher South & West) 
“PALLADINA” ® ® ® same pattern at same price, with Platinum 
trim. 


HERMAN C. KUPPER, INC. 39-41 West 23rd St. 


New York 10, N. Y. 














ECLIPSE... designed by Ingeborg Lundin 


Pint ORREFORS 


ECLIPSE, featured in consumer mag- 
azines and in fine stores across the 
country, is one of the strikingly orig- 
inal designs that have won Orrefors 
Crystal world-wide fame. Order now 
U.S.A. REPRESENTATIVE ...plan a tie-in Orrefors display. 


FISHER, BRUCE & CO. 


221 Market St., Philadelphia 6, Pa. 1107 Broadway, New York 10, N.Y. 
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Table Top Fashions 





“Blue Medallion” pattern in Royal Worcester 
P 
bone china is done in soft blue-gray with tur- 
quoise enamel accents, five-piece setting for $20. 
From Worcester Royal Porcelain Co., N. Y. 
y 





Round cocktail tray is in tarnish resistant silver- 
plate made by hand in Germany, treated by a 
special factory process; it may be retailed for $11. 
From Ikora Importers, Inc., New York. 





“Florence” pattern in Spode earthenware was 
adapted in both design and colors from Italian 
Renaissance manuscript; 5-pc. setting retails for 
$12.10. Copeland & Thompson, Inc., New York. 

(please turn to page 141) 
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Table Top Fashions 





These vases in Kosta crystal from Sweden are 
engraved with “Swimming Fish” and “Wild Ducks 
in Flight” designs: 734 in. size retails at $12: 


6%4 in., $10. Ebeling & Reuss Co., Philadelphia. 





For table or refrigerator, new butter dish with 
stainless steel base designed by Wagenfeld, and 
pale gray nylon cover; gift boxed, it retails for 
$5.95. Distributed by Fraser’s, Inc., New York. 





a 


From group of new decanters in crystal, this 
footed design with swirl-shaped stopper, and spiral- 
optic piece with flat-topped stopper; $10 retail. 
From Fostoria Glass Co., Moundsville, W. Va. 

(please turn to page 144) 
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385 FOLDING 


gift boxes... 


SPECIAL ASSORTMENT No. 7 7 


This Special Assortment of folding Gift 
Boxes shipped from stock, may be the answer 
to your needs now when “special boxes” 
may be hard to get. A full range of sizes and 
shapes in a balanced assortment as follows: 
40 each; 4x4x4, 6x6x6, 9x6x5, 
10x4x4, 535x523, 7x7x4. 25S each: 
8x8x8, 10x7x7, 9x9x5S, Uxll x2. 
18 -llxllx7, 30-7xSx*4. Packed in 
two containers weighing 97 lbs. Folding 
box freight classification. 


Ideal for gift shops and jewelry stores, for 
inexpensively gift-boxing compotes, book- 
ends, baby cups, ash trays, perfume bottles, 
bon-bon dishes, cups, saucers, salt shakers, 
tea pots, vases, jars, goblets, and many other 
items. Choice of white or gray-stripe design. 
Write for catalog. 


PICTORIAL PAPER PACKAGE 


Cc 68: Ff @ 28 A Fen 





232 South Lake Street 15116 Merchandise Mart 
AURORA, ILLINOIS CHICAGO, ILLINOIS 
HEe eee Re ee rete ee EEE ee eT OM enter oe ae ee tes Penne ie eee pea age ~e 
| Pictorial Paper Package Corp. 
| AURORA, ILLINOIS 
| 
1} € ) Please send Special Asst. No. 77, Gray Stripe ........ $45.70 |! 
1! ¢€ ) Same, but plain white ................008:: eS ray? $42.10 
( ) Send illustrated Catalog of complete line ............ Free | 
! 
| Name 6 h6GO8s Cub bio * daw CSO b:.6.0 666 CES O46 OOS Sh.O EEE D GOCE ES EOE TOR j 
| Pe... ce cus iuk simi tikes Gone can sbahelseebneeshetnde~anateneesae ! 
| 
i i a ee ee eleied ' 
eS ec ncd cdbvesctuscoeeucsnubans DONS caus « 6ecuseannes etn ! 
Gee ams ome oe ae ae os =o oe os om eae = «os a ae a a ae ome oe om 16S ow oe oe oe = & 
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PROFIT FROM THE 
GROWING TREND 
TO ELEGANCE WITH 


HOLLOW WARE 


NEWEST PATTERN IN 


The trend to more gracious living is evident in the growing demand 
for fine linens, traditional china, more eleborate décor. This trend 
can mean more silverware sales for you—if you stock “Ballad,’’* the 
pattern that was created especially for this new era of elegance. Here 
is a subtle blending of traditional detailed perfection with modern 
adaptability of use. And because it’s in Community,* you can assure 
your customers of tested materials, hand polishing, plating with pure 
silver and careful craftsmanship throughout. “Ballad”’ was created 
in the Design Studios of Oneida Silversmiths. 


MATCHING FLATWARE STIMULATES SALES OF BOTH 


Show vour customer “Ballad” flatware and hollowware together . . . display 
them together in an all-“Ballad” table setting... and sell more of both. 


* 
TRADEMARKS OF ONEIDA LTD., ONEIDA, N. Y. 
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EXTRA DISCOUNTS ON 


NO. 726 ASSORTMENT: 


eS I ik ov bu 6a ogee 00 obs. ..$ 77.50 
NE ied 6 boo chp ee bie 35.00 
Double Vegetable Dish.................. .29.50 
re ee ea ..12.00 
i. SRS SAPS ee ee ee .13.50 
Total Consumer Price..........--- ss eeeee. $167.50 


minus regular discount 
minus additional 6% discount 


NO. 727 ASSORTMENT: 
4-Piece Tea and Coffee Set.............. $115.00 
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THESE ASSORTMENTS 


20-inch Oblong Tray 
Beverage Pitcher.. 

Double Vegetable Dish 

Obiong Butter Dish 

Sauce Bow! and Tray 

Piain Meat Platter, 20 Inches.. 
Wood Well and Tree... 

2-Light Candelabrum 

3-Light Candelabrum 


Roll Tray.. Both assortments include 25 counter folders and 


Total Consumer Price a 2-column by 8-inch newspaper mat and proof 
minus regular discount 
minus additional 8% discount ’ . , 

, , Contact your Oneida representative 


or write to Oneida Ltd., Oneida, New York. 
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Table Top Fashions 











Who was the first English china company to design fine din- 


nerware in line with American style trends? Royal Doulton. 





And who brings you the heaviest national advertising pro- 


gram in the English china field? Royal Doulton, with a New “Sunset” pattern in Franciscan china has 


powerful Fall schedule in BETTER HOMES & GARDENS, LIVING | band of copper-colored gold on “Merced” shape 

FOR YOUNG HOMEMAKERS, HOUSE & GARDEN, HOUSE BEAUTIFUL, | with 5 new hollowware pieces; 5-pe. setting retails 
—— . ecesemenines « | Ea ae ‘ ? : 5 

THE NEW YORKER, MODERN BRIDE, SEVENTEEN and HOLIDAY. at $1 7.75. Gladding, McBean & Cx. l os Angeles. 


Koval Doulton 


ON &CO., INC 11 EAST 26TH STREET NEW YORK | 








Chafing dish is part of new line of brass acces- 
sories with ceramic motifs in topaz or emerald: 
ebony or mahogany handles; retail, $32.50. Created 
by Buehner-Wanner, Inc., East Norwalk, Conn. 








FOLDING 
GIFTWARE BOXES 


in your choice of 
smart patterns 


* Tremendous ‘space savers (shipped flat) 
* Require no outer wrapping 
© Sturdy construction (double walls) 


* Over 100 sizes available for immediate delivery 


© Low prices plus 10% and 5% special discounts 
* Special freight allowances 
* No charge for imprinting your name 


Folding jewelry boxes (packed with coffon} are now 
available in 10 popular sizes. | 


Of course, you may have our, 
latest catalog; please write for it) 


Sey 
ee 


~~ 9 ’ : 
sil {oon ozpotalion of cdmetica 





yy See us at all the gift shows. 








6e . . 
Bamboo” pattern in earthenware from England 
shows stalks of bamboo done in green, beige, gray 


225 FIFTH AVE., SUITE 1229 K, NEW YORK 10, N.Y. 


America's Outstanding Manufacturer of | - 
ities Gthsers Sait | $6.25. From Doulton & Co., Inc., of New York. 


and plum brown on coupe shape; 5-pc. setting 
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The sparkling attraction of a window display of 
Silver City sterling on crystal is a sure-fire 
traffic booster in any store. Enthusiastic 
customers are quickly sold. 


And Silver City’s policy of moderate pricing with 
a full mark-up guarantees greater profits as 
well as sales. 


Profit with the line that sells. 


SILVER CITY GLASS CO., INC., MERIDEN, CONN. Sher : iG 












RED CARNATION .. . flowerlike 


flair for an unusual gift wrap 





TWO-IN-ONE BOW... mochine 
made with an off-center cut 





< my Bar 
SHOOTING STAR BOW... 


a scissor-styled “Magic Bow” DECORETTE “MAGIC BOW"... 


the lacy loveliness of Decorette 
in a “Magic Bow” 





aaa ete **MAGIC 


POINSETTIA BOW .. . happy " . .. glamorous Sasheen 
holiday variation on the “Magic - the delicacy of Decorette 
Bow” 


ONLY $39.95 





PETITE BOW ... simply sweet, 
THE BASIC “MAGIC BOW"... economical for free gift wraps 


classic, lustrous, Sasheen-lovely 









MULTI-COLOR BOW ... teams 
“MAGIC BOW” ON LACELON® up go-together shades of Sasheen 
DOILY . . . easy-to-make “pro- 
duction” for custom gift wraps 


to use the S-10"*Magic Bow’ Tyer 


for a merrier gift-wrapping Christmas! 


As you know, there’s tremendous profit poten- Ribbons . . . up to 120 bows per hour! 
tial in gift wrap ... provided you can get fast 
production at low cost. And. whether you offer 
traffic-building free gift wrap or do deluxe 
gift wrap for direct profit, that brings us to 
the wonderful S-10. 


Because the S-10 is foolproof, it makes perfect bows every time 
with no waste of ribbon. And because bows can be prefabricated 
during slack periods, labor cost is practically nil. Would you 
like to put the thrifty, economical S-10 to work for you this 
Christmas? Then please write us at the address below. 





The Sasheen® S-10 “Magic Bow” Tyer and one salesgirl with P. S. Stock up now on fast-moving rolls of Sasheen and 
very little training can prefab * ‘Magic Bows” galore . . . in all Decorette for resale. Get ready now to cash in on 3M’s greatest 
colors, sizes, and the gay variations you see here. It can make Christmas promotion—coming soon in magazines, newspapers, 
them with both lustrous Sasheen and lace-like Decorette® radio and TY! 


eoovcr On 


‘ MINNESOTA MINING AND MANUFACTURING COMPANY, St. Pau! 6, Minnesota. “Magic Bow” and method of making patented U.S. Pat. 
No. RE 23835. The terms “‘Sasheen’, “Decorette’’ and “‘Lacelon’’ are registered trademarks of Minnesota Mining and Manufacturing Company. 
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China 
Glass & 


Giftwares 


by MADELINE LOVE 





sound. But in actual practice, it is relatively 

a simple matter, particularly in the field of 
china and glass, and it has tremendous impor- 
tance for your store. There is nothing difficult to 
learn about tableware itself, and the mechanics 
of table setting—so vital a part of the sales pic- 
ture—can readily be absorbed. All sorts of help 
are available from various sources, such as the 
booklets and motion pictures produced by many 
manufacturers and, of course, special articles 
which appear from time to time in the pages of 
this magazine. 

What is sometimes more difficult is the intro- 
duction of the elements of imagination and verve. 
The successful saleswoman really loves the wares 
she deals with and is deeply concerned with the 
requirements and tastes of her customers. She 
knows that the merchandise she sells represents 
not only the tools for eating but exquisitely 
crafted works of art, and she is able to pass along 
some of that feeling to her customers. She knows 
how a table should be set, but—far more than 
that—she enjoys exercising her imagination in 
the creation of beautiful and distinctive settings. 

Lucky is the jeweler who finds such charac- 
teristics in a new Salesgirl. More often they de- 
velop gradually as the saleswoman gets acquainted 
with her wares and her customers. Sometimes 
they never appear at all—and a saleswoman who 
never acquires them has no place in the china- 
and-glass department of a fine jewelry store. 


Tsou TERM “sales training” has a formidable 


IFT SHOW dates for 1958 have been an- 
nounced by both the George F. Little Man- 
agement and Allied Exhibitors, Ine. For the 
first half of the year, the Little organization will 
stage the following shows: New York Lamp 
Show, Jan. 19 to 24 at the Hotel New Yorker 
and the Trade Show Building, with the New York 
Home Furnishing Accessories Show sharing space 
at the Trade Show Building at the same time; 
Washington Gift Show, Jan. 26 to 29 in the Hotel 
Willard; Chicago Gift Show, Feb. 2 to 13 in the 
Palmer House and LaSalle Hotel; New York Gift 
Show, Feb. 23 to 28 in the Hotel New Yorker and 
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Trade Show Building; Boston Gift Show, March 
9 to 14 in the Hotel Statler; Philadelphia Gift 
Show, March 23 to 26 in the Benjamin Franklin 
Hotel; New York Stationery Show, May 18 to 
23 in the Hotel New Yorker. Two spring shows 
will be staged by Allied Exhibitors, including the 
Dallas Gift Show, Feb. 16 to 21 in the Hotel 
Adolphus; and the Denver Gift Show, March 
2 to 5 in the Hotel Albany. Dates for the Fall 
Shows include: Dallas, Aug. 21 to Sept. 4; Den- 
ver, Sept. 14 to 17; and the Phoenix Gift Show, 
Sept. 28 to 30 in the Westward Ho Hotel. 





HOWN HERE—part of the Castleton Collec- 

tion of Contemporary Art which has been on 
display at the New York showrooms of Castleton 
China, Inc., and is now on a nation-wide tour of 
retail stores. Original works by Modigliani and 
John Marin are shown in the right photograph, 
by Picasso and Stuart Davis in the left picture 
—all displayed with the china which reproduces 
the paintings. The national tour of the exhibit 
started at Foley’s in Houston, Tex., where a 
table-setting contest was staged during Bride’s 
Week, Aug. 19 to 26. W. Craig McBurney, Castle- 
ton’s design director, was present and lectured 
on china at regular intervals throughout the week. 


WILLE CO., New York giftware house, 

e has taken over an additional showroom at 

225 Fifth Avenue to supplement its present show- 

room in Space 705. The new addition is Space 

308 and will house a number of Georges Briard 

accessory lines as well as his new table and cart 
designs. 


HE SALEM CHINA CO., of Salem, Ohio, has 

prepared a TV publicity program for the 
month of November to promote its “Christmas 
Eve” pattern direct to housewives. Participation 
is planned on five network shows. 


HE SILVER CITY GLASS CO., of Meriden, 
Conn., manufacturers of sterling-on-crystal ac- 
cessories, has named William Scott of Des Moines, 
Ia., as sales representative in Minnesota, Iowa, 
(please turn to page 148) 
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LION: 
LAMB: 


LION: 
LAMB: 


LION: 
LAMB: 


Prettiest pattern ever, what? 

I’m in love with Rose Cascade. 
It’s a dream. 

Better than that—it’s a sensation. 


How do they do it? Reed & Barton, 
I mean. Six hits in a row... 


That's their business. 


But it’s my silver! 





ie 
_— 


See these sterling characters in glorious technicolor in Ladies’ Home Journal, The New 


Yorker, Vogue, House Beautiful, Seventeen, Charm, Glamour, Mademoiselle and on 


TV coast to coast! For further details write Reed & Barton, Taunton, Massachusetts. 






















People will say 


/ ~~ ~ 














eed & Barton's newest sterling 


Rose Cascade 6-piece place setting: knife, fork, teaspoon, soup spoon, salad fork, spreader, $36.75. Service for 8, $294. Prices include 
federal tax. For literature or name of the store nearest you, write to Reed & Barton, Dept. HB-107, Taunton, Massachusetts. 
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the answer to boxing difficult, 
hard to wrap items. Solve 
your gift packaging prob- 
lems with Lindley fold- 
ing gift boxes... 

easy to use and 

$o economical! 






Shown mies 
Box No. 67 . 
17 x 8% x 8% ft 

Packed 25 


indle, 


le) Get, ie PAPER 


1737 W. 2nd, Marion, Indiana 


CHINA, GLASS & GIFTWARES (from page 145) 
Kansas, Missouri, Nebraska and North and South 
Dakota; and James C. Lancaster of Dallas, for 
Texas, Louisiana, Oklahoma and Arkansas. 


OHANN BEYER, president of the Orrefors 
glass factory in Sweden, flew to this country 

late in July for a short stay. He went immediately 
to Chicago for the Gift Show, working there with 
Mrs. Helen Douglass, special Orrefors representa- 
tive for the importers, Fisher, Bruce & Co., of 
Philadelphia. Mrs. Douglass entertained with a 
cocktail party at the Palmer House for Mr. Beyer. 


WNY J. O’MITTY, formerly with Castleton 

China, Inc., has been appointed a sales repre- 
sentative for the Worcester Royal Porcelain Co., 
Inc., replacing Robert McGarty, who resigned. 
Mr. O’Mitty will sell Royal Worcester bone china 
and Stuart crystal in the New England states, 
Western Pennsylvania and upstate New York. 


ISHER, BRUCE & CO., Philadelphia import- 

ers of china and glassware, have appointed 
John F. Tolle to represent them in Florida, 
Georgia, Alabama, Mississippi and Tennessee, the 
territory formerly covered by the late Wilmer 
B. Shaw. Mr. Teclle adds the territory to the 
states of Louisiana, Texas, Oklahoma, Arkan- 
sas and New Mexico which he has been covering. 
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* Reliable in-stock service! 
Prompt shipment! 
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Spode 


THE INE ENGLISH 


DINNERWARE 
aie \\/ ioe BONE 
e v CHINA 


FANCIES 


Retail Price 
$3.00 to $26.00 





Embossing 
embellished 
with green 


a ee 


Goiden 
Butterflies 
against 
purest white 


In addition to its famous dinnerware in Bone China, Lowestoft and Imperial Earthenware, 
Spode makes an interesting line of occasional pieces in both Bone China and 
Earthenware. They are the perfect quick turnover gift items that are in year-round 


demand. For information write 


Copeland & Thompson, Inc., 
206 Fifth Avenue, New York 10, New York 
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by Virginia Dixon 





























Let ‘em see your watch bands 


. .. these window displays are stoppers 


They will sell watch attachments—and a lot more besides 


® SOME ITEMS OF MERCHANDISE in the jewelry 
store don’t seem to lend themselves to effective 
window display. It will usually be found, how- 
ever, that some angle of human interest can be 
dramatized. 

Watch attachments would surely seem to come 
under this category, but a special promotion for 
them can sell a good quantity of watch bands and 
bring in new traffic which builds for future sales. 

The bands themselves should be displayed as 


attractively as possible with a wide variety 


150 


shown, but the emphasis should be on the cus- 
tomer’s pride of ownership in a good watch, 
handsomely and properly fitted with a harmoniz- 
ing strap. The fashion approach is an important 
one and, of course, watch inspection and repair 
services can be included. A few suggestions for 
such displays are shown here. They may require 
more elaborate planning and props than you 
have been using for the promotion of watch 
attachments, but they should pay off in sales 


and interest. i fm 
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A. Mannikin heads or paper sculpture cut-outs of a man and a girl are used to dramatize the fashion angle in watch- 
bands for men and women. The heads will be most effective if they are posed so that they seem to be admiring the bands 
on their wrists. Cones of cardboard or heavy paper and flat pads on the window floor can show additional bands. B. 
“Time to dress up your watch!” is the theme for this display. A large clock face is formed with a circular panel of 
cardboard with actual watches for the numerals and two watchbands, a woman’s and a man’s—for the hands. Floor 
pads can each display two identical watches, one with cord band, the other with smart metal band. C. Paper sculp- 
ture hands in simple wooden frames model these watchbands. They can be cut from heavy drawing paper, tinted flesh 
color with water-color paint and fitted with paper cuffs. The frames may be suspended against the background or 


mounted on dowel supports from the floor. A copy scroll is placed in the center. 
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Briefly 


OLIVER A. JENKINS, NEW HEAD OF JEWELRY INDUSTRY TAX COMMITTEE, is president of 
Duval Jewelry Co., Jacksonville, Fla., a group of 16 stores. Elected in 
New York on Aug. 14, he succeeds Arnold A. Schiffman. Other JITC officers 
were re-elected: G. H. Niemeyer and W. Waters Schwab as vice chairman; James 
B. Dickey as treasurer and B. G. Rudolph as secretary. 


"I PLEDGE MY SINCEREST EFFORTS towards elimination of the federal excise 








tax on jewelry and, to this end, hope to have the support of every men- 
ber of our industry," Jenkins said. He is a director of NJA and of RJA; 
president of the Jacksonville Exchange Club and chairman of his city's 

1957 Cancer Crusade, which raised 125 per cent of its goal. 


WAS YOUR JUNE WEDDING BUSINESS AS GOOD AS LAST YEAR'S? If it was, congratulate 
yourself. For nation-wide there was a drop of 8.2 per cent in the nunm- 
ber of weddings, compared with those of June 1956. 
NEARLY HALF OF ALL BRIDES MARRYING FOR THE FIRST TIME are less than 20 years 
old. These girls are "depression babies," born during the late Thirties. 
Trend=-watchers expect jewelers' wedding business to pick up soon, when girls 
who were born during the booming Forties reach marriage age. 
OCTOBER, NOVEMBER AND DECEMBER ARE POPULAR MARRIAGE MONTHS, a recent Federal 
report demonstrates. During the last quarter of the year, twice as many 
marriages are performed as during the average June. So don't forget those 
wedding bells between now and New Year's. 








WHOLESALE JEWELERS' SALES IN JUNE rose 3 per cent above those of June 1956. Their 
business for the first half of this year was about the same as for the first 
Six months of 1956. Department stores' sales of fine jewelry and watches 
dropped 2 per cent from same month of last year; department stores’ activity 
fell 10 per cent in costume jewelry, and 3 per cent in silverware and clocks. 


STRONG DENUNCIATIONS AGAINST UNSAVORY JEWELRY ADVERTISING were hurled by Gustav H. 
Niemeyer, Jewceiers Vigilance Committee chairman, at the group's annual meet- 
ing Aug. 14 in New York. Niemeyer said that a small group of “brazen, ag- 
gressive opportunists" are jeopardizing the reputations of honest jewelers 
by their unscrupulous advertising and merchandising methods, and urged that 
all branches of the industry unite to eliminate these abuses. 

"JEWELERS HAVE MORE TO LOSE from the loss of public confidence... than any 
other industry," Niemeyer warned. He pledged continued JVC action in secur- 
ing restrictions against fraudulent advertising and pricing. 





GOAL OF THE NEWLY-FORMED FASHION COORDINATION INSTITUTE (see JC-K for August) is to 
"create an image in the woman's mind of the fashion importance of jewelry 
of all types .. . and to communicate this to her through a sustained, con- 
centrated information program." This special project of the Jewelry Industry 
Council was approved by JIC's board of directors at a charter meeting of the 
Institute in New York Aug. 14. Intensive institutional ads are planned. 


RUMORS OF PLUMMETING CULTURED PEARL PRICES have been discredited. A committee of 
U.S. pearl importers and dealers has refuted a news story which predicted that 
world prices of cultured pearls were in a nose-dive, and that Japan would de- 
Stroy four tons of them in order to bolster the market. According to the U.S. 
group, Supply of cultured pearls is considerably less than demand, prices 
are rising, and many Japanese have sold out their current stocks. 


THE COMMON INTERESTS OF CLOCK IMPORTERS will be furthered by a united association in 
the future. Clock import merchants have organized into The Clock Assemblers 
and Importers Association, Inc., to promote group interests and gain wider 
markets through public relations ind sales promotions. 
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RECONSTRUCTION (from page 114) 
ture form of crystallized silica; that is the con- 
clusion reached by geologists who have studied 
the various types of rocks which contain free 
silica. There are even two kinds of quartz; the 
common one must form below 573°C, well below 
the melting point of silica. It cannot possibly form 
in any way except by the comparatively slow 
separation from a liquid or a gas. Water behaves 
like a gas at this temperature; no matter how high 
the pressure, water heated above 374°C does not 
remain a liquid. As chemical-reaction tempera- 
tures go, this is a pretty low temperature and is 
rapidly reached. It is called the critical tempera- 
ture of water. If we want liquid circulation with 
regular convection currents, then obviously we 
must keep our container below the critical-tem- 
perature point. Clevite uses temperatures in the 
neighborhood of 350°C for optimum growth, and 
it is probable that Chatham uses temperatures 
even below that. 

Next month we shall picture the quartz-cultiva- 
tion process in detail, hoping to arrive at an 
understanding of some of the problems and diffi- 
culties surmounted by Mr. Chatham. Such an 
analysis should also help toward an appreciation 
of the complications involved, and reassure the 
jeweler who may fear a really cheap, Verneuil- 
cheap, production of the complicated emerald 
crystals. It will emphasize the unlikelihood of 
great subsequent price reductions which are the 
perpetual “bugaboo” of a jeweler who is more 
concerned with the illusory investment aspect of 
his wares than he is with their beauty, romance, 
and esthetic appeal. As if the fragility of the 
natural emerald were not a far greater hazard to 
permanence of value than the possibility of a 
price war between rival crystalloculturists! 





SPERLING DOES NOT DEMAND (from page 108) 
sterling hollowware stock, whereas if we carried 
china and glass, sales of single goblets and plates 
at anywhere from $2.50 to $5 might make up the 
bulk of the sales.”’ 


Mr. Beggs* philosophy is summed up in these 
words: “I have always believed,” he says, “that 
specializing in sterling but not letting the public 
know about it is like winking at a girl in a dark 
theater—you know what you’re doing but nobody 
else does!” 


That he lets his public know what he is doing 
is proven by the fact that his dollar-volume of 
sterling sales equals that of silver-specializing 
jewelers in cities five times as large as Biloxi. 





The worst thing about alarm clocks is their 
reliability. (Saturday Evening Post) 
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“COBALT ROSE 


By Carl Shumann of Bavaria 


This handsome Cobalt pattern in underglaze has a charming 
Rose Spray decoration in deep Cobalt on the old Dresden 
shape. The embossed shoulder simulates an antique effect. 

Cobalt Rose is distinctive—different—open stock, naturally. 
5-piece place setting, $9.95, retail. 


EBELING & REUSS CO.. INC. 
Since 1886 
Philadelphia 6, Pa. 





707 Chestnut Street 
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0 
80 QO CUSTOMERS 


am HAVE OLD WATCHES! 


: e@ them to an “ORIGINAL" 
~ TREASU RE DOME -.m.re) 


@ Nationally Advertised @ Proven Sales 
Of everlasting GENUINE DUPONT LUCITE 
. . « break resistant . . . with crystal 
clearness seldom found in glass .. . with 
polished hardwood bases of mahogany, 
ebony or blond. An heirloom watch 
becomes a modern, useful 
(Develop extra repair jobs.) 


NOW AVAILABLE AT YOUR JOBBER 
re aia or write Carol Beatty, 341 Beatty 


Bidg., Los Angeles 46, Califorma. 
—= $4.00 KEYSTONE — 
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timepiece. 
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»¢) Will guarantee a brighter sales story 
tor YOU :.. 


Because your silver customer knows that Pacific Silvercloth 
is the only cloth that always keeps her precious silver 
shining and ready to use at a moment’s notice! Pacific 
Silvercloth has tiny particles of silver in it that trap the 
gases that cause tarnishing... insure shining silver all the 
time. Be sure you have it for her in wraps, bags, rolls, 
chests and by-the-yard ... it’s the silver cloth she will ask for. 


Important, too, is keeping the silver in your store glowing. 
No more embarrassing moments showing dull, tarnished 
silver if you keep it wrapped in Pacific Silvercloth. 


Remember, nationally advertised Pacific Silvercloth will 
help sell your silver for you... keeps customers happy 
with their silverware ... adds more profit to your sales. 


PACIFIC INDUSTRIAL FABRICS, A Division of Pacific Mills Domestics Corp., 
Dept. SC52, 1430 Broadway, New York 18, N. Y. 


BEST SELLERS from BERTSON HOUSE 


CHRISTMAS TREE CRYSTAL— 
An unusual new technique is 
used to reproduce our pop- 
ular Christmos Tree pattern 
in 3-dimensional full color, 
hand-painted effect. Gold 
edge. Tumbler “Skyball"' 1|é 
oz., $16.50: Tumbler Hibal! 
14 oz., $15.00: Double Old 
Fashioned 9 oz., $15.00; Old 
Fashioned 7 oz., $14.50. (Ali 
above prices per dozen.) 
Cocktail Shaker No. 4, ea. 
$7.50: Handled Martini Mixer 
ond Stirrer, ea. $6.00; Claret 
or Cocktail 4 o2., $21.00 per 
doz. All prices retail. 












CHRISTMAS TREE DINNERWARE—Beautiful green trees deco- 
rated in brilliant colors, laden with gifts; green band on edge. 
Biggest sellers during the Holiday season and a Bertson House 
Exclusive. Christmas Tree pattern in full open stock. 5-pc. 
place setting, $7.54 retail. 


DWIGHT D. EISENHOWER Luck on each glass: the rab- 
Toby Jug—We proudly pre- bit's foot, horse shoe, four 


sent a faithful portrayal of leaf clover, wishbone and 
our popular president, in 7-11 dice. Each glass deco- 
hand painted underglaze col- rated in gold on 8 different 


ors. Originally modeled by background colors per set, 
a noted American sculptor with incantation— 

ond is produced by an emi- 

nent English pottery. Ht. “Enchanted Glass, | Wish 


7/2", retail $15.00. From Thee 
Health, Good Luck, Pros- 
EXCLUSIVE "GOOD LUCK" perity."’ 


GLASSES—New, unique, re- 

freshingly different and amaz- 8 GOOD LUCK GLASSES. 
ing fast sellers. Showing the prepackaged in plain reship- 
best known symbols of Good ping container, $7.50 retail. 


VISIT OUR NEW AIR CONDITIONED SHOWROOM 


BERTSON HOUSE Ltd. 


212 Fifth Ave., at 26th St., New York 19, N. Y. 
Room 2003-4 MUrray Hill 3-7319 
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Lively Panel Forum on Credits and Collections 
Features Last Convention of NJA, Before Merger 


The spirit of RJA—the new 
united retail jewelers association 
—filled the Conrad Hilton hotel in 
Chicago from July 28 to Aug. 1. 

The National Jewelers Associ- 
ation—formerly the National As- 
sociation of Credit Jewelers—was 
holding its last convention there 
as a separate organization. 

There were references, of 
course, to 1927 when NACJ came 
into being and to 30 years of his- 
tory. But most of the talk looked 
forward confidently to the coming 
days when all jewelry retailers, 
both “cash” and “credit,” would 
be represented by one agency. 
First Session 

President H. A. Goldberg, of 
Cooper’s, Inc., Portsmouth, Va., 
sounded the theme in his opening 
address, Sunday night, July 28. 
“Our name was changed to NJA 
five years ago,” he said, “and now 
another change is coming. Soon 
the ANRJA and NJA will merge 
into the Retail Jewelers of Amer- 
ica, Inc., and the two old organ- 





SIGN IN, PLEASE: NJA convention delegates gather at the registration desks 


izations will be dissolved. The 
date is not set, but it is likely 
that these hopes will reach fru- 
ition within a couple of months.” 

Arnold A. Schiffman of Greens- 
boro, N. C. (who next day was 
elected president of RJA), was 
introduced as a past president of 
ANRJA and chairman of the 
Jewelry Industry Tax Committee. 

The Tax Committee, Schiffman 
said, “should have full support 
from all areas—-retailers, manu- 
facturers and distributors. It is 
alarming when the watch indus- 
try, both American and Swiss, 
fails to join in with its dollar 
support. ... I can’t understand 
lack of support by any significant 
portion of the industry. 

“IT hope we shall constantly 
have a representative in Washing- 
ton, looking out for the good of 
the industry, both taxwise and in 
other ways. Dollar backing must 
come chiefly from retailers, per- 
haps on the basis of $5 from each 
state association for each mem- 
ber, to pay a portion of the nec- 


WJA REGISTRATIO 


in the Conrad Hilton Hotel during opening day activity. 
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essary cost of the Washington of- 
fice.” 

Reporting for the Washington 
office, Bernard N. Burnstine, exec- 
utive vice chairman of the Jewelry 
Industry Tax Committee, said: 

“The industry is up against a 
tough test in trying to get relief 
from the discriminatory tax on 
jewelry sales. The House subcom- 
mittee on excise taxes may hold 
interim hearings, between now 
and January when Congress re- 
convenes. 

“It will be possible to get some 
relief if we all work intelligently 
for it. Some members of the 
House committee feel that any tax 
cut would be inflationary. But 
many of them would let us iron 
out inequities in the tax struc- 
ture. 

“The members of Congress will 
do what they feel will please their 
constituents. It’s up to you to con- 
vince them that you need relief. 
They are convinced that the tax 
is inequitable—but they are not 
convinced that it is hurting you. 
Your letters to Congressmen have 
been disappointing, sometimes 
only one or two or none. 

“There will be some form of 
tax relief next year, but whether 
we get any of it will be up to us 
jewelers ourselves. The excise 
tax is certainly our greatest prob- 
lem at the present time.” 


Pre-Christmas Promotion 


A lively discussion of Opera- 
tion Cherub finished the first 
day’s program. Sol! Blickman of 
Rogers Jewelers, Indianapolis, 
said that the jewelers’ competi- 
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tion is not the jeweler in the next 
block. “Your competition is the 
automobile dealer, the major ap- 
pliance dealer, the real estate 
agent, the go-now, pay-later air- 
i.) 

“If you know what you are up 
against, you can do something 
about it. In fact, something has 
already been done for you. That 
something is Operation Cherub— 
your own industry’s program to 
put every one of you prominently 
in the sales picture. And what a 
program it is! 

“Operation Cherub,” he summed 
up, “has exciting ingredients that 
make it the biggest, potentially 
the most valuable, promotion ever 
available to the retail jeweler. 
This is your opportunity to prove 
once and for all that the retail 
jeweler is a smart, aggressive 
merchandiser—that he can get to 
the consumer first and with the 
goods. Cherub is a fighter! You 
need him!” 


Credits and Collections 


A lively forum made up the sec- 
ond session on Monday, July 29. 
The subject was “Credits, Collec- 
tions and Carrying Charges.” Jay 
C. Lighterman of Tappin’s, Inc., 
New York, moderated. The panel 
consisted of Ben H. Natchez of 
Bulova Watch Co.; B. N. Burn- 
stine of the Jewelry Industry Tax 
Committee; William Wagner, ex- 
ecutive secretary of NJA, and 
Rudolph J. Bopp, chief of the ex- 
cise tax branch, tax rulings divi- 
sion of the Treasury Department. 


Here are some of the question 
that were asked the panel, t 








STATUS CONFERENCE: Presidents and secretaries of 45 regional, state and 


gether with the panelists’ an- 
swers: 


Q.—What percentage of the 
public is honest? 

A.—About 90 per cent. An- 
other 5 per cent to 7 per cent— 
814 per cent in some communities 
—you can help to make honest. 
But the rest, no matter what you 
do, will go sour. The credit busi- 
ness boils down to: Will the cus- 
tomer pay? Can he pay? If not, 
what can you do about it? 

When a person comes into your 


Burnstine 


Bopp 
“4 C’S”: Panel of experts gave facts on credits, collections and carrying charges. 


store, you decide whether he is 
honest and willing to pay. If he 
is, you become an advisor for him 
in the conduct of his personal af- 
fairs—and if you oversell that 
person and make him buy more 
than he can pay for, you are dis- 
honest. Restrictive legislation like 
the law going into effect in New 
York State on Oct. 1 would not be 
necessary if men in the credit 
business adhered to decent stand- 
ards and behaved as decent hu- 
man beings should behave. 


Q.—What is considered a good 
monthly collection percentage? 
A.—It varies according to type 

store and size of community. 
nd large, you are doing well 


nd 


._ 2 2 


local jewelers’ organizations, above, meet on “Association Day” to determine the 
new parts they will play wken RJA begins to function as one, united agency. 
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if you average 12 to 14 per cent. 
In a small town, 17 per cent is 
average. 

A perfect collection percentage 
would be: 

On six-month contracts, 30 per 
cent. 

On 7-month contracts, 25 per 
cent. 

On 8-month contracts, 23 per 
cent. 

On 9-month contracts, 20 per 
cent. 

On 10-month contracts, 18 per 
cent. 





Lighterman Natchez Wagner 
On 1l-month contracts, 1624 
per cent. 


On 12-month contracts, 15.5 per 
cent. 

The average bad debt ratio is 
3 per cent to 6 per cent. 


Q.—What is considered a fair 
carrying charge for jewelers to 
impose? 

A.—This depends upon your 
bookkeeping and collection costs. 
The charge must be acceptable to 
the customer. If it is too high, 
you risk losing him. If it is too 
low, you lose money. The average 
customer is used to a 6 per cent 
carrying charge. Most jewelers 
who charge for credit average 7.2 
per cent on jewelry and 10.3 per 
cent on appliances. The charge 
should be based on the unpaid 
balance, and schedules should be 
posted within customers’ sight. 


Q.—What do you do when cus- 
tomers object to a carrying 
charge? 

A.—Remind them that compa- 
nies like Sears, Roebuck and 
Montgomery Ward charge for 
credit. Show them credit charts 
from those companies, and com- 
pare your rates with theirs. 


Q.—What is considered a good 
average down payment on instal- 
ment sales? 
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A.—Nine to ten per cent, with 
add-ons. The salesman knows 
best what the customer can pay, 
whether he will pay, and how 
much he can pay down. 


Q.—Would you sell minors on 
credit? 

A.—Sales to minors pay off in 
later years because the young- 
sters will have learned the habit 
of crossing your threshhold. Many 
children have an income besides 
their allowance, from baby-sitting 
or jobs after school. Most stores 
phone parents for permission if 
the child is under 16 or if the 
purchase is for a larger sum than 
$15 or $20. Some stores open 
credit accounts for children of 
10 to 13, mothers co-signing. 


Q.—If a customer takes 15 
months to pay a 12-month con- 
tract, should an extra charge be 
made? 

A.—No. Ill will and additional 
clerical expense would more than 
offset any benefit. 


Q.—How many is too many dun 
letters? 


me 





A.—There can never be too 
many duns for a bad account, or 
too few for a reasonably good ac- 
count. Every customer should get 
a sales letter, after a purchase, 
setting forth the contract terms. 
Don’t let an account be delinquent 
long. Better than three fourths of 
bad accounts fail to pay within 
the first 30 to 60 days. Follow 
these cases up promptly, tell your 
decision to repossess, and take all 
steps to force payment. 


“Association Day” 


Tuesday, July 30, was devoted 
to the relationship of regional, 
state and local organizations to 
RJA. Some 45 presidents and sec- 
reYaries of such groups discussed 
their status at a general meeting 
during the morning and at a pri- 
vate session in the afternoon. 

« NJA President Goldberg intro- 
duced most of the officers of the 


new national association, who had 


been elected the day before (see 
story starting on page 74). He 
also introduced Philip E. Hoff- 
man, chairman of the Coordinat- 
ing Committee, and several com- 
mittee members. 


That evening “A Night in 


RANGE 
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“A NIGHT IN PARIS”: Dinner at the Montmartre—NJA sty le—was part of the merriment provided for guests at NJA’s 


Paris” provided dining, entertain- 
ment and dancing. Decorations 
on every side of the grand ball- 
room spelled out the union which 
had been achieved at Chicago: 
“NJA-ANRJA-RJA.” 


Laboratory Emeralds 


Dr. Frederick H. Pough, JC-K’s 
gemological consultant, discussed 
synthetic and cultured stones at 
the closing session of the conven- 
tion, Wednesday morning, July 31. 

“Carroll F. Chatham, an ob- 
scure young chemist working in a 
cellar laboratory, succeeded where 
even the great German dye trust 
had given up,” said Dr. Pough. 

“Never likely to be cheap, Chat- 
ham emeralds offer the jeweler a 
stone that will fill his usual gap 
in the spectrum at a price where 
they can be sold. Variations in 
quality, that are the inevitable 
result of the process used by Mr. 
Chatham and the time during 
which they must be allowed to 
form, make for the same kind of 
quality variation that natural 
stones reveal. Chatham emeralds, 
in all likelihood, have just as much 
permanence in value as most natu- 
ral germs.” 





“Night in Paris” party Tuesday, July 30, in the Conrad Hilton’s huge ballroom. Party was co-sponsored by ANRJA. 
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ANRJA Convention, Last Before Merger, hears 
From Public: “What I'd Do if | Were a Jeweler” 


Its convention and trade show 
were as big, busy and glittering 
as any in the 52-year history of 
the American National Retail 
Jewelers Association. 

But, in addition, you sensed a 
new spirit at the Waldorf-Astoria 
Hotel in New York between Aug. 
11 and 15, just as you had sensed 
it a few days earlier in Chicago 
during the NJA convention. 

Harry R. Gerber of Bramley & 
Co., White Plains, N. Y., president 
of ANRJA, pointed to it in his 
welcoming address. “This is the 
turning point,” he said, “in the 
history of the two organizations. 
Before the conclusion of this con- 
vention, they will be merged.” 

ANRJA itself was the result of 
two groups which had been or- 
ganized in 1903, he said; “one 
called the American Retail Jewel- 
ers Association and the other the 
National Retail Jewelers Associa- 
tion. Because of the numerous 
problems then, as now, which 
could not be solved by individual 
action, it was decided to combine 
the two associations. ANRJA was 
organized in Rochester, N. Y., 
Aug. 4, 1906. It now has active 
state associations in 43 states and 
the District of Columbia, and re- 
tail jewelers in all other states, 
plus Alaska and Hawaii, hold di- 
rect membership.” 

After a review of ANRJA’s his- 
tory and current activities, Ger- 
ber finished with: “It is my hope 
and desire that all of the officers 
and members who have served 
ANRJA so long and faithfully 
will continue to give added loyal 
support to the Retail Jewelers of 
America, Inc.” 

The next speaker urged the new 
association to use consumer and 
market research in developing a 
five-year plan for the industry’s 
growth. “Consumers, retailers and 
manufacturers are undergoing 
revolutions,” said William E. Hill, 
president of William E. Hill & 
Co., Inc., New York management 
consultant firm. Consequently, 
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knowledge of trends, wants and 
buying power will be needed if 
within the next ten years the in- 
dustry is to double its sales and 
hit an annual volume of $3 billion. 

Lee Isenberg, executive secre- 
tary of the Connecticut RJA, was 
the last speaker at the opening 
session. “The most important 
thing in the success of the new 
organization,” he said, “will be 
cooperation from the state groups. 
They are its grass-roots.” 


Ways to Better Business 


Dozens of ideas for improving 
business were presented Tuesday 
morning, Aug. 13, by Jean Cor- 





turquoise or sunshine yellow. And 
I’d rip out that wall between my 
windows and my store.” 

ee “T’d relocate in a lively 
shopping center next to the busi- 
est super market I could find.” 

© @ “T’d get those salespeople 
down off their high horses if | 
had to fire half of them.” 

Related to this suggestion were 
several customer comments: 

By a young college girl— 
“Somehow I don’t feel free to look 
around in a jewelry store. There’s 
always someone who wants to 
know what I want. Then he takes 
whatever it is out and places it 
on a piece of blue velvet and 
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TAXES: Arnold Schiffman reviews work of jewelry tax committee. Herman 
Wasserman, left, said credit and “cash” jewelers have much to teach each other. 


diner of Batton, Barton, Durstine 
& Osborn. She had collected them 
from writers, artists, account men, 
stylists and marketing and re- 
search people in the big adver- 
tising agency. Here are some of 
the BBD&O suggestions: 

© e “l’d clear out the plate 
glass counters and back wall, 
glass-doored showcases and re- 
place them with open tables and 
shelves. Depending on how much 
fine jewelry I hoped to sell, I 
would retain one or two glass cof- 
fins for things people shouldn't 
be allowed to touch at will.” 

°e @ “I’d make my store less 
church-like, less cold psychologi- 
cally.” 

© @ “I’d redecorate with fresh, 
modern colors. I’d paint those 
heavy wooden panels and mahog- 
any cases a bright green, gay 


stands there watching me.” And 
by a young matron—“I almost get 
a guilt complex if I shop in a 
jewelry store and don’t buy.” 
More than half of her friends 
told Miss Cordiner that jewelry 
stores should encourage charge 
accounts. One woman said that 
no jewelry store had ever invited 
her to open a charge account. 
“Actually your greatest asset is 
that you have dreams for sale,” 
she summed up. “You are selling 
more than gleaming gold, shim- 
mering silver, translucent china, 
bell tone glass ... precision time- 
pieces. You’re selling dreams. 
“If you make your place of 
business a joyous’ setting for 
those dreams ... if you display 
your merchandise so that those 
dreams grow brighter... if you 
educate your salespeople to the 
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opportunity they have to sell more 
than just se much merchandise 
... educate them to the opportu- 
nity they have to sell glamor... 
to appeal to the great desire in 
everyone for a new experience, a 
new look of luxury, for something 
of great beauty ... this will be 
a great year for you.” 


Do People Trust Jewelers? 


Carleton G. Broer of Broer- 
Freeman Co., Toledo, said that 
growing competition from dis- 
count houses, department stores 
and door-to-door selling, together 
with the trend to informal! living 
and young people’s lack of desire 
for personal adornment, are 
“largely of our own making.” 

“We have lost the confidence of 
the public in our integrity. I feel 
that this is so because so many 
fine jewelers have reduced the 
very fine merchandise that we sell 
to the level of sugar and flour, 
patent medicines, bed sheets and 
hardware, by trying to merchan- 
dise them in the same way that 
has proved successful with items 
of this sort... . 

“How are we going to solve this 
problem? Only by selling mer- 
chandise honestly for what it is, 
and not pretending that we can 
sell it cheaper than anyone else 
can, If we are honest, our prices 
have to be relatively close to the 
prices charged by every other 
jeweler for the same quality... . 
Certainly, price has its place in 
our scheme of merchandising, and 
we must be absolutely sure that 
we are offering the best values 


possible, but as soon as we make 
price our god, we are no longer 
jewelers, but merely merchants.” 

Jewelers are in a vulnerable po- 
sition, he said, when they try to 
appeal to the public only on the 
reputation of the manufacturers 
of nationally advertised brands. 

“There is little place for the 
jeweler in the distribution of a 
product that is completely pre- 
sold through national advertising, 
which is readily available at dis- 
count prices, frequently as low 
as the jeweler himself can buy it, 
and service for which is available 
at stations set up and maintained 
by the manufacturer. 

“In these cases, the jeweler is 
apt to find himself acting as the 
showroom for these _ products 
while someone else writes the 
sales checks. Our efforts 
should be devoted to selling our- 
selves, and if we do this efficient- 
ly, we will be the vital link in 
the pattern of distribution, rather 
than pawns of a manufacturer 
who uses us only as long as it is 
to his advantage to do so.” 

Should jewelers copy methods 
of mass merchandisers and fur- 
ther diversify? Broer said No, be- 
cause few have the size and 
resources. Instead, the jeweler 
“must set his standards, recog- 
nize that it is impossible to be all 
things to all men, and be satisfied 
with his own segment of the mar- 
ket. That segment is large enough, 
that if he exploits it to the maxi- 
mum, he will be successful.” 

Fine jewelers, he said, should not 
be reluctant to advertise long-term 


credit—as a service tailored to the 
needs of the individual purchaser. 


The “Why” of Installment Selling 


“Why Installment Selling Is 
Important” was the subject for 
Herman Wasserman of Louisville 
at the Wednesday session, Aug. 
14. Wasserman, vice president of 
both NJA and RJA, pointed out 
that not long ago consumers 
bought only when desire, need 
and ready cash were on hand. 

“Today,” he said, “desire plays 
the big part. Need is unimpor- 
tant. Previous luxuries have be- 
come necessities. Credit is merely 
a vehicle for obtaining goods or 
services based on a promise to 
pay in the future. Of course, it 
should be used, and not abused. 

“Frequently it is a loss service, 
but it is as necessary as free de- 
livery or gift wrapping. Most im- 
portant, it lubricates a sale; it’s 
easier for a customer to sign his 
name than to pay cash. 

“A cash customer is anybody’s 
customer, but credit customers 
are loyal. Once you have an in- 
stallment customer, he comes into 
your store at least once a month, 
sometimes once a week. This is 
the great point in installment sell- 
ing. It can be the answer to cata- 
jog and discount house problems.” 

Trying to “hide” installment 
selling, Wasserman said, “defeats 
its purpose.” Let people know 
you offer it, as an additional ser- 
vice. 

Some credit stores, he added, 
have much to learn about “the 
dignity, heritage and prestige 
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“CONSOLIDATION” BANQUET: Newly installed officers and directors of RJA sit with their ladies at two long tables. 
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from Sunday noon till Thursday noon. 


that traditional stores have en- 
joyed.” But, he concluded, “I be- 
lieve it is possible to fuse the 
two philosophies. The merger of 
the two associations is a great 
step towards accomplishing this 
result.” 

Fred D. Thompson, Jr., adver- 
tising director of The Reader’s Di- 
gest, described a recent personal- 
interview survey among retail 
jewelers. It showed, he said, that 
good national advertising, attrac- 
tive display material and promo- 
tional aids help create demand 
“and make your selling easier.”’ 

“But let us remember that that 
demand can be satisfied, in many 
cases, at a discount house, a de- 
partment store, or even through a 
mail order catalog. As one of your 
customers, I have the feeling that 
you have the responsibility of con- 
vincing me that your store is the 
place to buy the brand name prod- 
uct which I have been pre-sold.”’ 

Others who spoke during the 
first three sessions included Philip 
EK. Hoffman, chairman of the Co- 
ordinating Committee, and Arnold 
A. Schiffman, 1956-57 chairman 
of the Jewelry Industry Tax Com- 
mittee. 

In a brief and moving ceremony 
on Thursday, Aug. 15, Harry R. 
Gerber, the last president of 
ANRJA, introduced Myron Everts 
of Dallas, Texas. Everts, himself 
a former president of ANRJA, 
then administered the oath of of- 
fice to Arnold Schiffman and the 
other men who will lead the Retail 
Jewelers of America, Inc. (see 
story on page 74). 

The traditional dinner concluded 
the five-day program that night, in 
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IN A BUYING MOOD, retailers filled the exhibit areas at the Waldorf-Astoria 
This is part of Grand Ball Room scene. 





INT 


the Waldorf Astoria’s grand ball 
room. Those who dined together 
on the vast stage demonstrated 
what had been accomplished at this 
summer’s conventions in Chicago 
and New York. 

Twelve officers and directors of 
ANRJA and twelve officers and di- 


rectors of NJA, with their ladies, 
shared the spotlight. That day all 
24 had become leaders of NJA— 
the Retail Jewelers of America. 


ANRJA called for action in a 
series of resolutions. It asked the 
whole industry to support the Tax 
Committee’s efforts to remove the 
excise tax. It asked manufacturers 
to stop selling to so-called whole- 
salers who distribute catalogs to 
firms outside the jewelry business. 

And it decided to appoint a com- 
mittee to “explore the possibilities 
of eliminating fictitious pricing.” 
A resolution said that some pre- 
ticketing is in effect fictitious pric- 
ing, “having no relation to honest 
value and the price at which com- 
modities are sold.” 

“Such pricing is a deception... 
confusing the consumer, undermin- 
ing the fair channels of distribu- 
tion, and endangering the whole 
national economy.” 





Party Time: The Conventions’ Lighter Side 


Suppliers played host at a series 
of socia! events during the conven- 
tions of ANRJA and NJA. So did 
publishers of several major con- 
sumer magazines. 

The party calendar included sev- 
eral events not pictured on these 
pages. Harry Winston and his or- 
ganization led off Sunday night, 
Aug. 11, with an “at home,” which 
provided dancing, cocktails and a 
buffet supper. Next morning, Look 
magazine hosted the Jewelry In- 
dustry Council Breakfast at the 
Ambassador Hotel. (See story on 


o>. 


r Bet 


page 160-B.) 

Feature Ring Co. invited a num- 
ber of guests to meet the three 
finalists in its second annual 
“Queen of Diamonds” contest. 
House Beautiful magazine enter- 
tained one afternoon in the Wal- 
dorf’s Peacock Alley. 

The Saturday Evening Post pro- 
vided refreshments and relaxation 
for a number of manufacturers and 
retailers at the Blackstone Hotel, 
during the NJA convention in Chi- 
cago. 





THE WATCHMAKERS OF SWITZERLAND held receptions at both Chicago 
and New York. Here, at Chicago, Arnold A. Schiffman (center) makes his first 
appearance as RJA president. Jean P. Savary, technical consultant for the 
Watchmakers’ Information Center, and Fred Keller, Swiss vice censul, are also 
shown at the reception, which took place at the Conrad Hilton Hotel. 
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SNAPPED IN NORSE GRILLE of 
the Waldorf during Elgin National 
Watch Co.’s party Cleft to right): 
Clarence Olsen of Olsen & Ebann’s, 
Chicago; Gordon Howard, Elgin ad- 
vertising director; Maurice Adel- 
sheim of Jacob's, Milwaukee; H. C. 
Kirkberg, Ft. Dodge, la.; Arnold 
Schiffman, RJA president; and Isa- 
dore Meyer of Meyer’s Jewelers, 
Inc., Vallejo, Calif. 





BON VIVANTES at party in Wal- 
dorf’s Palm Room, sponsored by a 
number of French watchmakers. 
Left to right: Henri Blum, Michel 
Dalin, Daniel DeGrunelius, Jacques 
Baeyens (Consul General), and 
Frederick Peter and Jean Trocme, 
both French commercial counsel- 
ors. 





LIFE MAGAZINE gave a recep- 
tion for manufacturers and asso- 
ciation leaders at the Blackstone 
Hotel during the NJA convention 
and another reception at the Am- 
bassador Hotel during the ANRJA 
meeting. Here are, left to right, 
John J. Tobin, president of the 
Oregon Retail Jewelers Associa- 
tion; Jim Sutherland of Life maga- 
zine; and Henry M. Kartstedt of 
Seattle. 





HENRI POMMIER’S “IN TIME AND FASHION” 
SHOW, held at the Waldorf-Astoria during ANRJA’s con- 
vention, coordinated Ebel watches with clothes fashions. 
Radio-TV star Maggi MecNellis, left, models a $25,000 


diamond-platinum unit. 
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Jewelers Can Build Rosy Future, Speaker Says, 
lf They Teach “Gracious Living” to the Public 


What will happen to the jewelry 
industry during the next 20 years? 
Will it drift along towards a little 
higher dollar volume? Or will it 
take steps to expand sales to three 
or four times today’s level? 

Eugene B. Mapel, vice president 
of Barrington Associates, Inc., 
management consultants, outlined 
these alternatives at the annual 
meeting of the Jewelry Industry 
Council. He spoke Aug. 12 to a 
breakfast audience of 300 at the 
Ambassador Hotel in New York. 

Here are highlights from his 
address: 


© @ “In 20 years we can expect 
to have a population of about 240,- 
000,000 or an increase of 40 per- 
cent over the 1957 level ... The 
number of brides will be more than 
50 percent greater than the num- 
ber today. 


© @ “Not only is the output of 
our economy going to increase due 
to increased numbers of people, but 
it is also going to increase due to 
the increased efficiency of the labor 
of people. In fact, we are going to 
have to sell each man, woman, and 
child 50 percent more goods and 
services than he is purchasing 
right now. 

e © “During the last six years, 
total advertising expenditures have 
more than doubled. And we may be 
sure that a sizeable portion of this 
increase has been directed at the 
gift market in which most jewelry 
store items are sold. How have the 
retail jeweler’s advertising ex- 
penses moved? From 1949 until 
1955 all retail newspaper advertis- 
ing in the major cities of the U.S. 
increased 15 percent. During the 
same period jewelry retail adver- 
tising in newspapers decreased 15 
percent. 


e @ “When we look at national 
advertising, which is primarily the 
responsibility of the manufacturers 
of jewelry, rather than the retailer, 
we see that in the period from 1948 
until 1955 all national advertising 
increased 63 percent while jewelry 
national advertising increased only 
8 percent. 
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e @¢ “During approximately the 
same period all retail sales in- 
creased 32 percent, while jewelry 
store sales increased only 16 per- 
cent. 


e@ @ “We have not been able to 
find any recent signs that the jew- 
elry industry is growing as rapidly 
as the economy. The _ individual 
jeweler’s situation will show little 
improvement unless action is taken 
now to reverse the trend. 


e ¢ “Your real enemy is the 
‘trend toward simplicity’ in cloth- 
ing and living. A woman who really 
believes that it is ‘smart’ to spend 
90 per cent of her time in Bermuda 
shorts or blue jeans will not be 
much of a prospect for a necklace, 
for costume jewelry or a silver 
service. 
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CHERUP’S FRIENDS: left to right at JIC breakfast: Vernon C. Myers, of 


promotional steps. If the jewelry 
industry will capitalize on the tre- 
mendous opportunity which is fac- 
ing it today, we see no reason why 
jewelry sales at the end of a 20- 
year period, could not be three or 
four times the present dollar vol- 
ume. 

e @ “And with the younger peo- 
ple in mind—and some of the older 
ones, too—why cannot your indus- 
try set in motion its own counter- 
trend to impress upon people the 
importance of more gracious liv- 
ing? Why cannot the national ad- 
vertisers in your industry devote 
to that theme at least a part of 
their space?” 

W. Waters Schwab, president of 
J. R. Wood & Sons and chairman 
of JIC’s Policy and Plans Commit- 
tee, closed the meeting with a here- 
and-now boost for Operation 
Cherub. 

“It is an experiment to test 
whether we can work together— 
and will work together. And it is 
only by working together that we 
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Look magazine; W. Waters Schwab, president of J. R. Wood & Sons, Inc.; 
Gordon Howard, advertising manager of Elgin National Watch Co. and chairman 
of the council’s National Advertising Committee; Eugene B. Mapel, principal 
speaker; Albert E. Haase, Council president; Arnold A. Schiffman, president 
of RJA; and H. A. Goldberg, president of the National Jewelers Association. 


e e “Tf the industry situation is 
allowed to continue to drift as it 
has in the past, we predict that the 
next 20 years will see a reduction 
in the number of jewelry stores, 
with their annual dollar sales not 
much different from what they are 
now. 

e e “There is no doubt in our 
mind, that the retail jewelry store 
is the logical and best outlet for 
jewelry, silver and watches. But 
retail jewelers must cooperate with 
manufacturers and the industry 
as a whole must take aggressive 


can hope to elevate our business.” 

The Council elected these direc- 
tors on Aug. 14: Roger B. Hallowell 
of Reed & Barton, Taunton, Mass.; 
C. R. McLean of Towle Mfg. Co., 
Newbury, Mass.; Walter L. Kahn, 
Jr., of Kahn-Jacobson, Inc., New 
York; and S. R. Blickman of 
Rogers Jewelers, Indianapolis. 

In addition to being elected as 
a director, Mr. Kahn _ succeeds 
Sereno P. Davis of Kahn-Jacobson 
as treasurer. Walter B. Jaccard of 
Jaccard Jewelry Corp., Kansas 
City, Mo., is Council chairman. 
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Famous Dress Designers and Hair Stylists 
Agree to Put More Jewelry into Fashion Picture 


The Fashion Coordination In- 
stitute has been launched as a 
special project of the Jewelry In- 
dustry Council. Its purpose, as 
its name implies, is to coordinate 
jewelry with apparel, beauty and 
coiffure fashion trends. 

Famous dress designers, milli- 
ners and coiff2urs will cooperate 
to produce a completely inte- 
grated fashion picture. The In- 
stitute will watch photographed 
and television fashion presenta- 
tions to see that jewelry accesso- 
ries are used appropriately. 

The project was approved by 
the JIC board of directors at a 


meeting held Aug. 14 in New 
York. It has its own financing 
plan and_ steering committee. 


Carlton Fishel, executive vice- 
president of Trifari, Krussman & 
Fishel, Inc., is temporary chair- 
man. 

“The goal of the new program,” 
said Fishel, “is simply to create 
an image in the woman’s mind of 
the fashion importance of jewelry 
of all types— whether costume, 
gold-filled or precious—its rela- 
tionship to other fashion trends, 
and to communicate this image to 
her through a sustained, concen- 
trated information program.” 

This program is one of the most 
extensive ever planned for the 
woman’s jeweiry field. Newspa- 
pers, TV and radio, magazines 
and special club projects will be 
used to communicate the jewelry- 
fashion publicity. 

Mr. Fishel stressed that the 
publicity will be entirely institu- 
tional; the names of neither man- 
ufacturers nor brands will be 
used. 

Besides Mr. Fishel, the steer- 
ing committee includes: Murry 
Rothenberg, Monet; Gerald Ros- 
enberger, Coro; Marcel Boucher, 
Marcel Boucher et Cie; Stanley 
Church, Church & Co.; Ernest 
Lowenstein, Ernest Lowenstein, 
Inc.; Gustav Heyman, Handy & 
Harman; Walter McTighe and 
Louis Kramer, Kramer Jewelry 
Creations, Inc. More names will 
be added to the committee in the 
future. 
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INTRIGUE: TV comic Ernie | 
Kovacs and his wife, Edith | 
Adams of Broadway’s “Li'l Ab- | 
ner,” are intrigued by palla- | 
dium pill box with built-in 
alarm clock. Called the “Hypo- 
_ chondriac’s Delight” by design- 
er Lucien Piccard, it buzzes | 
whenever a pill is to be taken. 
Miss Adams seems even more 
intrigued with the $250,000 
palladium and diamond ensem- 
ble by Lucien Piccard which 
she wore at the American Na- 
_ tional Retail Jewelers Associa- 


' tion show in New York. 
i 








Burton M. Reid Co. Is Bought 
By Group of Four Employees 


Burton M. Reid, Inc., 44-year- 
old watch-material and jewelry- 
supply firm of Springfield, Ill., has 
been purchased by a group of 
four key employees, and new offi- 
cers have been elected. 

The four new owners are Lester 
E. Collins, president; Herman L. 
Scarber, vice president and sales 
director; Francis A. Kohorst, vice 
president and controller, and 
Lawrence W. Knox, chairman. 
They plan to strengthen and im- 
prove their service to watchmak- 
ers and jewelers. 








Four Longines-Wittnauer Watches 
Time Newest Air Speed Record 


The new transcontinental air 
speed record, flown recently by an 
F8U1 Navy jet plane piloted by 


coe \ Ti 





Marine Corps Major John Glenn, 
was timed from start to finish 
by four Longines-Wittnauer split- 
second watches. The watch is the 
official chronograph for the Na- 
tional Aeronautic Association. 





New Gold Coating Process 
Produced by Baker & Co. 


Baker & Co., Inc., Newark, has 
produced a dipping process called 
“Atomex” which is said to impart 
a better looking, more permanent 
coat of 24-karat gold than elec- 
troplating, yet is less expensive. 

The process requires no current 
or special equipment. The objects 
to be coated are simply immersed 
in a bath prepared by mixing a 
200 cc-unit of concentrate, con- 
taining % oz troy of fine gold, 
into a gallon of water. 

The process has been tested 
successfully on many metals and 
alloys. According to Dr. E. F. 
Rosenblatt, vice president and di- 
rector of research, the new proc- 
ess has five major advantages 
over electroplating: The coating 
is denser, so the same appearance 
can be achieved with 35 per cent 
less gold; all parts of the object 
receive a uniform deposit; the 
gold interlocks with the base 


metal; analytical control of the 
bath is unnecessary because of 
the absence of free cyanide or 
carbonate buildup; all gold in the 
bath can be used up. 


ELECTROCHEMIST: Harold Robin- 
son of Baker & Co., Inc., gold coats 
cuff links and tiepins with new “Ato- 
mex” process in demonstration in 
New York during ANRJA convention. 
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U.S. Tariff Commission Gives Facts and Figures 
About Watch Sales, in Report to President Eisenhower 


Present watch duties should not 
be reduced, the U. S. Tariff Com- 
mission reported to President Ei- 
senhower last month. 

In its second review since the 
President raised watch duties by 
50 per cent in 1954, the Commis- 
sion said: 
© @ The volume of 
movements was slightly higher in 
1956 than in any preceding year 
—13.5 million units. But the value 
of the imports in 1956 ($57.3 mil- 
lion) was considerably below the 
peak level reached in 1953. 
© © Eighty per cent of the rise 
in total imports between 1955 and 
1956 was accounted for by in- 
creased imports of 1- or no-jewel 
movements, virtually all of which 
contain pin-lever escapements. 
© @ After the tariff increases of 
1954, a number of importers be- 
gan importing much smaller pin- 
lever movements than were pro- 
duced domestically and marketed 


imports of 





75-CARAT COLLEEN: Two fa- 
mous bros. firms teamed up 
with one very pretty colleen to 
help cast a new glitter on New 
York motion picture premieres. 
Warner Bros. all-Irish film 
“The Rising of the Moon” re- 
ceived a promotion boost when 
New York City helped promote 
it by sponsoring a “Prettiest 
Colleen” contest. And Baum- 
gold Bros., New York diamond 
cutters, helped dazzle winning 
colleen Patricia Kelly’s pre- 
miere appearance with a 75- 
carat emerald-cut diamond 
necklace. The result: sparkle 
a’plenty, begorrah! 
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them in attractively designed 
cases, both imported and domes- 
tic. 

“These ‘high fashion’ ladies’ 
watches were well received by the 
public. Importers also promoted 
the sale of thin models of men’s 
pin-lever watches that bore a 
closer outward resemblance to 
conventional jeweled - lever 
watches (domestic and imported) 
than to any domestic pin-lever 
watches. These watches likewise 
were well received by the public.” 
e @ “Watches containing import- 
ed pin-lever movements are no 
longer regarded as competing 
solely or primarily with watches 
containing domestic pin - lever 
movements. Many of them are 
now widely regarded as offering 
serious competition to jeweled- 
lever watches, both imported and 
domestic.” 
© @© Imports of 16- to 17-jewel 
movements amounted to 5.6 mil- 
lion in 1955. They rose to 6.2 mil- 
lion units in 1956. “Part of the 
increase is believed to have re- 
sulted from larger imports of com- 
plete self-winding movements as 
well as of movements designed to 
accommodate self-winding mech- 
anisms for attachment to the 
movements after importation.” 
© © Apparent consumption of all 
watches (domestic and imported) 
rose from 17.7 million units in 
1955 to 21.6 million units in 1956, 
the highest level for any year 
since 1951. 
© © Domestic production of jew- 
eled-lever watches rose from 1.9 
million units in 1955 to 2.1 million 
units in 1956. 
© © Movements with more than 
17 jewels have accounted for a 
steadily rising share of total do- 
mestic production since 1952. 

In 1956 the share was 65 per 
cent. 
© @ Financia! data from the four 
domestic manufacturers of jew- 
eled-lever watch movements show 
an increase in net operating 
profits. Ratio of their operating 
profits to net sales of domestic 
watches was 8.5 per cent in 1956, 
compared with 8 per cent in 1955 
and 6.8 per cent in 1953. 





‘TIME’ FOR GOLF: Richard- 
son C. Patterson, Jr., commis- 
sioner of the Department of 
Commerce and Public Events 
of New York City, presents an 
Eterna.Matic Golfer to Prime 
Minister Nobusko Kishi of Ja- 
pan (center) on the occasion of 
the latter’s departure from the 
United States. The pocketwatch 
winds automatically on a ball- 
bearing-mounted winder. Koi- 
shiro Asaki, Japanese ambassa- 
dor to Washington (right), ac- 
companies the gift with a set 
of golf clubs. 


Diamonds U.S.A. Awards Open 


To International Participation 

Advertising agency N. W. Ayer 
& Sons’ Diamonds U.S.A. awards, 
honoring excellence in diamond 
jewelry design, have been opened 
to international participation this 
vear. Name of the awards has 
been changed to Diamonds Inter- 
national. 

The awards will be presented 
Oct. 1, for jewels produced in ac- 
cordance with designs chosen by 
a selection committee. Designs 
are submitted anonymously, and 
several months are allowed for 
creating jewels from the designs 
chosen by the committee. This 
year, 418 designs were submitted, 
of which 49 were chosen for the 
awards collection. Designs are 
submitted in four categories ac- 
cording to cost: under $500; $500- 
$2000; $2000-$10,000; and over 
$10,000. 

Members of the 1957 selection 
committee are Mrs. Jack Adair of 
Atlanta, Ga.; Mrs. Francis Grif- 
fin (Irene Dunne) of California; 
Mrs. Brooks McCormick of Chi- 
eago; Mrs. Cornelius Vanderbilt 
Whitney of New York; and Mrs. 
Robert Windfohr of Fort Worth, 
Tex. 
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Jewelers Vigilance Committee 
Hits ‘Brazen Opportunists’ 
And Fights False Pricing 


“Brazen, aggressive oppor- 
tunists” are jeopardizing the well 
being of reputable jewelers’ by 
their advertising and merchandis- 
ing methods. So said G. H. Nie- 
meyer, Jewelers Vigilance Com- 
mittee chairman, at the organiza- 
tion’s annual meeting held in New 
York on Aug. 14. 

Mr. Niemeyer said that the 
large majority of retailers are re- 
spected for their knowledge, repu- 
tation, and reliability. However, 
he declared, it is that small group 
that only knows “how to cut a cor- 
ner and make a fast buck” that is 
responsible for the unsavory repu- 
tation which jewelry advertising is 
getting. 

The solution to the problem, he 
said is “a challenge to all branches 
of the industry. . . . Jewelers have 
more to lose from the loss of 
public confidence in their products 
and reputations for reliability 
than any other industry.” 

The JVC has been active in 
forming the new “Trade Practice 
Rules for the Jewelry Industry” 
(see JCK’s August issue). It will 
continue in its aim to secure re- 
strictions or to eliminate the 
abuses resulting from false pricing 
and unidentifiable quality marked 
merchandise. 

JCV has received a number of 
complaints on diamond advertising 
and disposed of most of them by 
correspondence with the adver- 
tiser. 

Now that the “Trade Practice 
Rules for the Jewelry Industry” 
have been promulgated, work will 
proceed on the long-pending prac- 
tice rules for the watch attach- 
ment industry. 

Reports were presented by Leo 
L. Kaplan, treasurer, and P. Irving 
Grinberg, executive vice chairman. 
Mr. Grinberg stated that JVC will 
send a brief to the Postmaster 
General asking for relief from the 
burdensome new rates applying to 
registered mail. These rates are 
unfair to shippers of fine jewelry 
and precious stones. 





The Diamond Manufacturers & 
Importers Association of America 
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Eisenhower Receives Cift Cutlery Set from Britons 


oS 





President Eisenhower will do 
at least some of his future en- 
tertaining with a new, specially- 
made 226-piece set of sterling 
silver cutlery presented him by 
the master cutlers of Sheffield, 
England “in appreciation of his 
courage and leadership” during 
W W IL. (See JC-K for August.) 

The silver, presented July 16 
at the White House by Master 
Cutler Sir Peter Roberts, and 
the impressive cabinet which 
houses it, were produced by 


met Aug. 8 to discuss the new 
registered mail fees. The associa- 
tion will form a committee to 
draft a memorandum on behalf of 
the entire trade, requesting relief. 





Imported Clock Industry 
Forms New Association 


The Clock Assemblers and Im- 
porters Association, Inc., was or- 
ganized last month, with head- 
quarters at 10 E. 40th St., New 
York. Purpose of the association 
is to promote common interests 
and gain wider markets through 
public relations and sales promo- 
tion. 

Leaders of the industry also 
felt that urgent problems facing 
importers of clocks could best be 
handled through a trade organi- 
zation. 

Officers are: Samuel J. Kauf- 
man, Semcea Clock Co., president; 








three Sheffield firms in less 
than a month. 

The set of pearl-handled 
knives and sterling silver spoons 
and forks for 18 persons is sim- 
ilar to one presented to Sir 
Winston Churchill when he be- 
came “Freeman of Sheffield” in 
1951. It includes table, butter, 
fruit and steak knives and fruit 
and steak forks. A meat carving 
knife and fork, a game carving 
knife and steel complete the set. | 
Four drawers house the silver. 


Paul V. Eisner, Rensie Clock Co.., 
first vice-president; Louis Harris, 
L. Harris Co., Inc., second vice- 
president; and Joseph Flum, 
Florn Co., secretary - treasurer. 
John B. Wertheimer, Forestville 
Clock Co., and Irwin Cohen, 
Cuckoo Clock Mfg. Co., Inc., were 
elected to the board of directors 
on which the officers also serve. 
Arthur M. Klurfeld was named 
counsel. 





Prize in Appliance Contest 
Won by San Diego Store 


Baranov’s, Inc., San Diego, was 
the only jewelry store among five 
winners in a contest for original- 
ity in window displays of electric- 
housewares items. 

The contest was sponsored by 
the National Electrical Manufac- 
turers Association, and Baranov’s 
received one of the first-prize 
plaques. 
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Cultured Pearl Importers 
Refute ‘Price Drop’ Story 


On August 9 an item appeared 
in the press which stated: “World 
prices of cultured pearls are in a 
nose-dive. Result: This fall more 
than four tons of Japanese pearls 
will be destroyed in an effort to 
bolster the market.”’ 

This statement completely mis- 
represents the true facts, accord- 
ing to a group of importers and 
dealers who are organizing an as- 
sociation to improve ethical stand- 
ards and foster the prestige of 
cultured pearls. 

A committee from this group 
refuted the news story in a let- 
ter to the Associated Press, the 
United Press and the New York 
Times. 

This letter, mailed on Aug. 13, 
makes the following points: 

The supply of cultured pearls is 
considerably below the demand. 
Good quality pearls are scarce 
and prices are rising. Many cul- 
turists in Japan have sold out 
their current stocks. In order to 
maintain the quality of cultured 
pearl exports, Japan has ruled 
that low-grade pearls will be re- 
fused clearance. 

The letter goes on to state that 
because the demand for low-grade 
pearls is rising too, “the Japanese 








Diamonds Shine at Dinner for Nation's Fashion Editors 


GLITTER: Models dressed in original gowns designed by famed dressmaker 





KEEPING IT ROLLING: Salesmen of the Ball Co., wholesale jewelry firm, 
converged on the company’s Chicago headquarters recently for a look at the 
manufacturer’s new lines, new promotions, and new dealer display aids for the 
fall and Christmas selling seasons. The nationwide sales staff heard leading 
jewelry manufacturers speak. 


Pearl Association may well have 
come to the decision that unless 
this low-grade be destroyed, it 
will be difficult to prevent these 
goods from entering the channels 
of export despite the newly pro- 
mulgated law.” 

The committee appointed to 
work out the program of the new 
organization includes the follow- 


ing: Victor Ferrante, Simon Lie- - 
berman, Harry Strygler. Seymour — 


Mendelsohn, S. Slutsky, Raymond 
Mastaloni, A. Kibitz and Leon 
Goodrich. The group was expect- 
ed to begin functioning immedi- 
ately. 
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Charles James helped display the diamond jewelry presented at the show 
sponsored by N. W. Ayer & Son advertising agency at New York’s Plaza Hotel 
recently, as part of a publicity program for DeBeers Consolidated Mines, Ltd. 
Modeled, from left, are: jewels by Tiffany’s master designer Jean Schlumberger, 
including a streamer ornament worn on the hip; a diamond tiara, necklace, ear- 
rings and bracelet by Van Cleef & Arpels; a bracelet, earrings and 50-stone 
diamond necklace by Cartier; and a necklace and wristlet by Harry Winston. 
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Rhode Island Manufacturers 
Optimistic Over Expected 
Busy Fall Selling Season 


Jewelry manufacturers in the 
Providence and Attleboro areas 
are now expecting a busy fall sea- 
son, which may counteract their 
poor spring and help even out 
1957 operations. 

Signs of the business upturn oc- 
curred just prior to the July vaca- 
tion period. Many plants were 
unable to wait until after vaca- 
tion to bolster their staffs and to 
ready volume production for or- 
ders already received. 

Result was that in Providence 
alone employment increased by 
700 from May to June. Hiring 
has been general throughout the 
industry since the July 4th week 
of vacation. Although official fig- 
ures are not yet available, it is 
indicated that Rhode Island em- 
ployment neared last year’s mark 
of 22,500 in July. Experienced 
help is getting scarce in the area. 

Manufacturers are optimistic. 
They report that their new lines 
have been accepted—especially 
the new, high-style items. One 
manufacturer stated that as of 
July 15 he had more orders in 
hand than at any other like pe- 
riod during the firm’s history. 
“We are due for a banner year,” 
the executive said. Another said 
the volume of business is “al- 
ready making us forget the poor 
spring this year.” 
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CHAIRMAN: Norman M. Mor- 


ris will again serve as chair- 
man of the jewelry industry’s | 
committee for the Federation | 
of Jewish Philanthropies of 
New York, in its 1957-58 drive. 
Presiding at the dinner meet- 
ing of the organization’s an- 
nual summer get-together, he 
discussed plans for the forth- 
coming campaign with the 40 
members and guests present. 
Among them were Harold A. | 
Laine, chairman of the day’s 
festivities; Stephen W. Hofman | 
and Henry Peterson, assistants | 
to Mr. Morris; and Gustave L. 
Levy, Federation president. 


A news item in the July JC-K, 
headed “Gemex Offers Franchise 
Plan to Boost Distributors’ Sales,” 
erroneously stated that retailers 
may return up to 10 per cent of 
unsold inventory to Gemex at full 
cost. Only wholesale distributors 
can make such returns. 


(— a —_ eentnasutustd 


It was erroneously reported in | 
JC-K’s July issue, page 129, 
_that “a 13-year-old Minnesota 
law requiring watchmakers and | 
watch repairmen to obtain state 
licenses was ruled unconstitu- 
tional recently.” According to | 
Walter Keim, secretary of the | 
Minnesota Board of Examiners 
in Watchmaking, “ruling was | 
never filed because of (a) tech- | 
nical question brought up by 
(the) attorney general regard- 
ing lack of jurisdiction. Minne- 
sota Watchmakers’ law is in 
force and all watchmakers are 





required to have a license.” 
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Luncheon Held for Max Jacoby, 
Forty-five Years in Trade 


Max Jacoby, president of Ja- 
coby-Bender, Inc., and his fellow 
executives enjoyed a quiet lunch- 
eon last month in a small New 
York restaurant. The occasion 
was Mr. Jacoby’s completion of 
45 years in the watchband indus- 
try. 

Mr. Jacoby took the opportu- 
nity to refer to the fine rapport 
between wholesaler and retailer. 
The wholesaler’s services are 
more important than ever before, 
he said, because the lines are so 
extensive the retailer doesn’t have 
time to look at them all, and “no 
manufacturer can possibly under- 
stand the local problems a jew- 


eler faces as well as his local 
wholesaler.” 

Mr. Jacoby began his career in 
1912 when, at the age of 17 he 
started as an apprentice in the 
firm of S. Bruner & Sons (later 
Bruner-Ritter). His only time 
away from the industry was dur- 
ing World War I when he fought 
in France and in 1929 when he 
went on his honeymoon. 

Only two years ago Jacoby- 
Bender built a new plant at Wood- 
side, N. Y., at a cost of about $1! 
million. This factory employs 
more than 600 people who turn 
out millions of bracelets a year. 
They are sold in some 25,000 jew- 
elry stores in this country and ex- 
ported in great volume to many 
other countries. 








EAST IS EAST: And West is West, and Columbia Tru-Fit diamond ring 
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sales representatives kept it that way last month, as they held separate 
semi-annual sales meetings. Unveiled at both sessions were the new 1958 
Value Award Series and numerous dealer aids for fall promotions. 
Shown above is Columbia’s Eastern sales staff: left to right, (back row) 
Robert Kinser, Ruby Schecter, John Green Jr., Karl Stone, Goodwin 
Kaplan, Ed Gilmore, Earl Hogue, Andy Miller and Jack Fisher. From 
left, seated, are: Sam Hyatt, Mel Silver, Ben Axel, Harry Axel, Seymour 
Sadev, Harvard Tigler and Arthur Hollis. Pictured below, left to right, 
is Columbia’s Western sales staff: Lloyd Morris, Ray Aithen, Vincent 
Nedwick, Sidney Asherman, Seymour Sadev (who conducted both meet- 


ings), Hye May and Elwood Ross. 
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New Designs Highlight 
Kreisler Fall Sales Meeting 


At its semi-annual sales meet- 
ing at the Essex House, New 
York, Kreisler Mfg. Corp. of 
North Bergen, N. J., unveiled two 
new watchbands, the ladies’ ad- 
justable “Regency” and_ the 
“Premiere.” The latter was high- 
lighted as the first completely 
stitchless padded leather watch 
strap. 

Julian Keilus. sales manager, 
presented the fall line of Kreisler 
Colibri lighters, featuring the 
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STANLEY & STANLEY 


MANUFACTURERS AND CREATORS OF QUALITY LEATHER GOODS 


VISIT OUR SHOWROOMS 


Home Office and Showroom Los Angeles, Cal., Showroom 
72 Madison Avenue 712 South Olive Street 
New York 16, N. Y. Room 406 


WRITE OR CALL FOR OUR NEW CATALOGUE 














new Versailles table lighter se- 
ries. 

Tobias Stern, president, re- 
viewed sales results for the cur- 
rent year and predicted an in- 
crease in volume over’ 1956. 
Alfred Miller, advertising man- 
ager, outlined plans for an exten- 
sive sales promotion and adver- 
tising campaign. 





Five Award Winners Selected 
In Sterling Design Contest; 
Final Judging In September 

Five award winners were se- 
lected in the preliminary phase of 
the first Sterling Today hollow- 
ware design competition, spon- 
sored by the Sterling Silversmiths 
Guild of America to encourage 
imaginative design in sterling. 

Award winners are Edward S. 
Buchko of Meriden, Conn., Rich- 
ard Hora of Stony Point, N. Y.; 
Erwin Kalla of Pittsburgh, Pa., 
Robert J. King of Newburyport, 
Mass., and Burr Sebring of Roch- 
ester, N. Y. 

Prize-winning designs included 
a candelabra, centerpiece bowl, 
coffee and tea service, coffee set 
and tray and a water pitcher. 





Semca Holds Press Party 
To Show New Clock Lines 


Semca Clock Co., New York, 
manufacturer of Phinney-Walker 
clocks since 1915, held a well at- 
tended and interesting fashion 
press party at the Waldorf-As- 
toria Hotel, New York, on July 16. 

Among the clocks displayed 
were an 8-day clock with ther- 
mometer and barometer, a musi- 
cal alarm clock called the “Gay 
Awakener,” a Colonial candlestick 
model, and the “Swiss Lantern” 
wall clock. 
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Gerald E. Rosenberger, president 
of Coro, Inc., costume jewelry, 
New York, is chairman of the 
jewelry section of the commerce 
and merchandising division of the 
Lighthouse, the New York Associ- 
ation for the Blind, for its fund- 
raising campaign this fall. The 
goal of the division is $50,000 to- 
ward the Lighthouce target of 
$700,000 to serve more than 5000 
blind people of the Greater New 
York area. 


Rosenberger 


The natural and market history 
of precious and semi-precious 
stones will be the subject of a 15- 
week course at New York Uni- 
versity’s division of General Edu- 
cation. The course, “Mineralogy 
and Precious Stones,” is designed 
for jewelers and amateur lapi- 
darists. It will be taught Monday 
nights from Sept. 30 to Jan. 20 by 
Dr. George I. Finlay, professor 
emeritus. 


Bernard Berner, a partner in Ber- 
ner’s Jewelers, Port Chester, N. Y.., 
won an 11-day, expense-paid vaca- 
tion for two in Nassau and Ber- 
muda. The trip was the result of 
the General Electric merchandis- 
ing contest for GE Telechron 
Clock dealers. 


Carl M. Fishel, 80-year-old presi- 
dent of Trifari, Krussman & 
Fishel, Inc., New York, is serving 
as chairman of the Jewelry Divi- 
sion in the Sister Elizabeth Kenny 
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Foundation appeal. Mr. Fishel is 
the oldest of the hundreds of vol- 
unteers participating. 


Harry Gamler, president of Gam- 
ler’s Jewelry in Buffalo, N. Y., 
has been awarded a certificate of 
merit by the National Jewish Hos- 
pital in Denver, non-sectarian, 
free medical center for tubercu- 
losis and chest diseases. Gamler, 
chairman of the Buffalo commit- 
tee of the hospital, received the 
certificate “for distinguished phil- 
lanthropic service in making free 
hospital care available to needy 
tuberculous men, women, and 
children regardless of creed.” 
Gamler is a former vice-president 
of the New York State Jewelers 
Association and is a member of 
the 24 Karat Club of Buffalo. 


Jack Ruderman, president of 
Arke, Inc., costume jewelry firm 
of New York, has been appointed 
chairman of the Jewelry division 
of Travelers Aid Society of New 
York. He will supervise the jew- 
elry division’s part in the So- 
ciety’s 52nd annual fund drive for 
$395,000 to maintain services for 
the coming year. 


Leo Kaplan, vice-president of 
Lazare Kaplan & Sons, Inc., New 
York diamond cutters, is chair- 
man of the Jewelry division of 
the Greater New York Fund. 


Holzer Watch Co., sole distribu- 


. tors of Tissot Swiss watches in 


the U. §S., held its semi-annual 
sales meeting June 21-22 at the 
Sulgrave Hotel in New York. The 
fall Tissot watch line, and Tis- 
sot’s new advertising and promo- 
tional campaign, were presented. 


Marshall Watch Corp., 545 Fifth 
Ave., New York, has enlarged 
and modernized its suite of offices. 
An air-conditioned conference and 
showroom for display of its watch, 
clock and watch case lines has 
been added. 
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JACK J. FELSENFELD, Inc. 


9 Maiden Lane, New York 38, N. Y. 























Ger 
DIAMONDS 


Important single stones in 
foncy and round— 

rare colored diamonds 

of natural color 

write, wire or phone 


MARTIN 1. HARMAN 
36 W. 47 St., N.Y. 36, NY. 
Plaza 7-2546 

















J. A. SILVER CO. 


Your New England Distributor 
of many leading Jewelry lines 


ANSON VAN DELL 
FORSTNER GEMEX 
RONSON 


Catalogue upon request 


167 George St. New Haven, Conn. 

















ENCRUSTERS 


Stone Seal Engravers, Drilling 
Precious—Semi Precious Stones 


HARRY BRAUNFELD 


108 FULTON ST., NEW YORK 38, N.Y. 
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— With the jeweler’s touch 
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HOLIDAY CARVERS 
BY NORTHAMPTON 


You would create just 
this kind of cutlery to 
oller proudly in your 
own store. 


Start with the 
world’s finest 
carving blade of 
spec ial high carbon, 3 
mirror-polished stainless 7 
steel, 
Add genuine Indian Stag 
Horn handles. Then the 
distinctive, jeweler's touch of 
sterling silver ferrule trim. 

} landsomely match this with 
carving lork and beautifully 
pac kage lor gilting. 
Expensive ? ? — no |! Two 
piece sets from $9.00: three 
piece sects lrom $15.00, retail. 


The Clement Company 
subsidiary of 
NORTHAMPTON 
CUTLERY COMPANY 


Northampton 2, Mass. 


LOUIS F 
GUINESS, INC 
. 
373 WASHINGTON $1 

BOSTON 8, MASS 







CREATORS 
OF INTEGRITY 
DIAMOND RINGS 





YOU CAN IDENTIFY GEMS 


With the new Cargille-Alien Gem Testing 
Set. Introduces new scientific principles 
and extends the application of old Prin- 
ciples. No special training or experience 
necessary. Write for the Jult story. 


R. P. Cargille Laboratories, Inc. 


117 Liberty St., New York 6, 











TOP W HAT 
CHARMS 


Seld ently direct te Retailers 


WELLS MFG. CO. ATTLEBORO, MASS. 
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NEW 


Saul 


manager of 
Michaels & Co., Bridgeport, Conn. 
jewelry firm, has been appointed 
chairman of the commercial! divi- 


Lichtenstein, 


sion in the United Fund cam- 
paign. He is chairman of the re- 
tail merchants division of the 
Bridgeport Chamber of Com- 
merce, is a vice-president of the 
Connecticut RJA, an _ associate 
member of the American Gem So- 
ciety, and division chairman of 
the United Jewish Appeal. He is 
also immediate past president of 
the Bridgeport Jewelers Associa- 
tion. 


Philip Wadland, owner of Wad- 
land’s Jewelry Store on Main St., 
recently retired as president of 


the Boston Business Association, 


composed of young businessmen 
between the ages of 21-35. 


United Jewelry Show exhibitors 
for the first time this fall can 
skip a show without losing future 
exhibiting rights. They must, 
however, pay the registration fee 
for the Novemwer event when 


| they notify the committee of their 























intent, and must accept whatever 


room assignment is_ available 
upon reentry in May. Manufac- 
turers’ representatives who drop 


_ Congressional Investigators Will 


Study False ‘“Pre-ticketing” 


A House Government Opera- 
tions sub-committee this fall 
plans to study the use of phony 
list prices on tagged merchandise 
as a means of “cheating” consum- 
ers. Complaints are that manu- 
facturers supply tags with false 
list prices, which are the basis 
for misleading “sale” prices and 
false advertising. 

The Federal Trade Commission 
has been trying to stop this type 
of misleading promotion. FTC of- 
ficials, as well as officials of the 
Post Office Department and the 
Justice Department, are expected 
to be called during the probe to 
explain the measures that are 





ENGLAND 


out of the Nov. show must pay 
double registration fees for each 
line they exhibit at the May show. 


Sweet Mfg. Co., Inc., chain manu- 
facturers of Attleboro, Mass., re- 
cently acquired the Standard 
Findings Co., Inc., Pawtucket, 
R. I. The acquisition enables the 
Sweet company to broaden its line 
to include a complete list of metal 
findings. In addition the indus- 
trial division of the findings firm 
will augment Sweet’s industrial 
division in the manufacture of 
precision, miniature parts and 
metal specialty items. The entire 
Pawtucket plant will be relocated 
at the Sweet plant, 84 Dunham 
St., Attleboro. 


Tobias Jewelers of Stamford, 
Conn., has purchased the three- 
story building in which its store 
is located at 180 Atlantic St. Pur- 
chase price was $90,000 from Con- 
necticut Realty Associates. 


The annual meeting of stockhold- 
ers of the Manufacturing Jewel- 
ers and Silversmiths of America, 
Inc. will be held Oct. 17 at the 
Sheraton-Biltmore Hotel in Provi- 
dence, R. I. 

being used to combat false pre- 
ticketing. 


New Locations 


© East 

Allan Caplan, importer of pre- 
cious and semi-precious stones, 
from 2 W. 46th St. to Room 1514, 
580 Fifth Ave., New York. 

A. & I. Kaplan Co., Inc., manufac- 
turing jewelers, from 304 E. 45th 
St. to 71 Nassau St., New York 38. 
Kirk’s Ltd., cutlery, from 65 W. 
Broadway to 250 W. Broadway, 
New York. 

uuffalo Jewelry Case Co., from 
327-335 Broadway to 701 Seneca 
St., Buffalo, N. Y. 

Jay Jewelry Co., Inc., to 3 
St., Schenectady, N. Y. 


15 State 
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MID -WES I 


chant: and David E. Kolen, manu- | 


Richard Logemann has _ been 
named vice president of sales for 
Logemann’s, Inc., Milwaukee, Wis. 
He is the fourth generation mem- 
ber active in the 102-year-old-firm. 


The Indiana Jewelers Association 
and the Watchmakers Association 
of Indiana wil! combine their an- 
nual conventions this year. The 
50th Anniversary State Conven- 
tion and Jewelry Fair will be held 
Sept. 28 and 29 at the Claypool 
Hotel in Indianapolis. Among the 
events will be a special program 
for wives who wish to visit points 
of interest in the city. Speakers 
will include Leonard N. Simons 
of Simons-Michaelson advertis- 
ing, Detroit, and Richard Slaugh 
of Hamilton Watch Co., Lancas- 
ter, Pa. 


A collection of 30 antique samo- 
vars insured for $500,000 was on 
exhibition at Neusteters Gift Gal- 
leries in Denver from July 17 
through 27. The collection, owned 
by the Samovar Vodka Co. and on 
a tour of major cities, includes the 
Serpentine Samovar, insured for 
$25,000. It bears the royal crest of 
George III, king of England dur- 
ing the American Revolution. 


Thirty jewelry executives, repre- 
senting 541 of the nation’s lead- 
ing jewelry stores, gathered in 
Denver, Colo., for a three-day lug- 
gage merchandising clinic July 
22. They were guests of Shway- 
der Bros., manufacturer of Sam- 
sonite luggage, who outlined the 
coming Samsonite advertising 
program. 


Wayne Maxfield, salesman for 
Woodstock-Hoefer Watch & Jew- 
elry Co., Kansas City, Mo., has 
been awarded a diamond certifi- 
cate of the Gemological Institute 
of America in recognition of his 
successful completion of that or- 
ganization’s diamond training pro- 
gram. 


The Chicago Jewelers Club has 
accepted three new members: 
Jack Adamson of Squire, Inc.; 
Irving M. Ringel, diamond mer- 
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facturers’ representative. 


Seventy jewelers from the Princi- 
pal Jewelers Loop Building at- 
tended the Chicago Downtown 
Jewelers Golf outing on Aug. 7. 
Michael Lewin of A. Lewin & Co. 
was chairman of the event. 


Stein & Ellbogen Co., Inc., has an- | 
nounced a change of officers. Rob- | 


ert P. Lieberman is treasurer, and 
James Kahn is secretary. Harvey 
Wisch has been made a director. 
Continuing in their present posi- 
tions are: Charles Ellbogen, pres- 
ident; Otto S. Lieberman, first 
vice president; and 
Brown, second vice president. 


Wyatt Risner, owner of Risner’s 
Jewelers, Toledo, Ohio, has been 
elected president of the Arling- 
ton Associated Merchants. 


O. B. Stoverud, jewelry firm of 
Missoula, Mont., recently featured 
an exhibit of Swiss watches, in- 
cluding the world’s largest wrist 
watch movement, which is a 20- 
times-normal-size working model. 


An antique Gorham sterling sil- 
ver tea set was one of the items 


Charles | 


| 
| 


on sale at the Canterbury Fair | 
held in Colorado Springs recently. | 





Indiana Jeweler Named Head 
Of State Athletic Commission 


Stanley D. Goldberg, owner of 
Steinberg’s Jewelry Store, 


La 


Porte, Ind., has been named chair- | 


man of the Indiana Athletic Com- 
mission. 

Goldberg has been associated 
with the commission for the past 
four years. He started with the 
organization as inspector of 
northern Indiana, an.‘ last Janu- 


ary was made chief inspector for | 


the state. 





He is a past president of the | 


Indiana Jewelers Association, 
having served two terms in the 
post, 1952 through 1954. 


“T’ve been a lifelong sports en- | 


thusiast,” says Mr. Goldberg. “I’m 
happy to accept the position, and 
feel I can do a good job.” 








Glass “Protecto™ 
Watch Domes 


3" dia. x 4%" high 


Add lustrous GLASS (not 


Plastic) watch domes to your line—your most 


these attractive, 


discriminating customers will be enthusiastic 


about them. 


Base available in Ma- 
hogany, Walnut, 
Ebony or Blonde finish. 
Individually packaged 
for full protection and 
ease of handling. 


ied $ 2.75 
Y, doz. lots..... 14.00 
Dozen lots ...... 24.00 


F.O.8. Chicago 





Write for complete list of sizes and prices of 


clock domes, and domes with bases. Ideal for 


covering figurines, art objects, trophies, etc. 


CRYSTAL GLASS TUBE 
& CYLINDER COMPANY 


1317 South Chicage Ave., Chicago 19, Iilinels 











\WASH. ii 


® Dynoflex sparking action 
ot noe extra cost. 

® Choice of Styles and 
colors. 

















© FREE repair service for life! 










tC finest stores 
caadsl-le-caast Besien 
Write for free Pat Pend 
Il-color 
brochure ... Pocket lighters $2.25 to $6.95 
G & S Mfg. Co., | Table lighters $12 to $20 
Nashville, Tenn. | 











TEEN-AGE HIT! 


Proven Success 


Patented 
$1 - Heavy Weight 


(KEYSTONE) 


HIGH SCHOOL 





Sizes 5-9 FRIENDSHIP RING 
ALL HIGH A — ogee 
SCHOOLCOLORS ° Plecs for. 


A natural for promotion-minded jewelry stores . . . 
mats, displays and banners furnished . . . 3 dozen 
minimum for original order . . . send for sample. 


GAINSBORO OF BOSTON 


13308 Beacon St. Brookline, Mass. 
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Wedding Rings * 


Circlettes ° 


.» OF OUTSTANDING BEAUTY 





Genvine or syn- 
thetic colored gems 
from 1 mm. Ba- 
guette Diamonds. 
All Guard Rings 
set in Platinum or 
Gold channels. 








avr TY 2 ha xa Aa hae 
“ba *\eoer le a hh 

; - x6 >: 09. AM 

DOD AY CED SD CANNY 














Round Diamonds or 
genuine colored 
gems. (1 to 10 pts.) 


Genuine spheres of 
Turquoise, Opal, 
Amethyst, precious 
Topaz, Garnet, 
Chrysoprase, Onyx. 
Otiental Pearls. 
From $25.00 ea. 
Keystone 


GGOGeEOG 25 
1907 Golden 1957 
Anniversary Year 


6 E. MONROE ST. 
CHICAGO 3, ILL. 












Write for Our Annual Red Book 


The Jewelers Catalogue 


HARRY GREENWOLD 
WALLENSTEIN-MAYER CO. 


31 East Fourth Street, Cincinnati 2, Ohio 











Jewelry Stocks Wanted 


Cash Within 24 Hours 
No Stock Too Large, Too Small 


Diamonds China Old Gold 
Watches Silver Platinum 
Jewelry Antiques Fixtures, etc. 


CALL COLLECT for CONSULTATION 
All Inquiries Strictly Confidential 


A. WEILER & CO. 


Established 1880 
(Div. of M. Y. Finkelman Co.) 
29 E. Madison St., Chicago 2, Ill. 
Telephone: DEarborn 2-3407 
MEMBER 
Diamond Dealers Club of New York 
Jewelers Board of Trade 
REFERENCE: 


Your Lecal Bank 














Bing. ceeeecceceeccceececs 


se Jor over 40 Meare 

- WEDDING INVITATION 

“Che Finest Cugraving that can be made” 
WILL ECKER & CO. 


414 N. TWELFTH BLVD. - ST. LOUIS 1, AO. 


> €xclusive Deweler Dealershipo ny 
eeeeeeeeeeeenseeeeeeeeesd © 
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Ronald Weiner, son of Irwin J. 


_ Weiner, owner of Proctor’s Jewel- 
| ers, Fresno, Calif., is now asso- 


_ recently 


ciated with the firm. Ronald was 
discharged from the 
Army. He attended Fresno State 
College and the University of 


| Southern California, where he ma- 
_ jored in business administration. 
_He is a Korean veteran. 


_Eric E. Norton has joined the 








Gene A. Siekert agency in San 
Francisco. 


Jack Kagan of Azusa Jewelers, 
Azusa, Calif., was elected presi- 


dent of the Downtown Business 


Association. 


E. W. Reynolds Co., Inc., Los An- 
geles and Phoenix divisions, have 
announced a policy change. Dis- 
tribution of watch and clock ma- 
terials and parts, watch and clock 
crystals, jewelry findings, and the 
handling of ring mountings has 
been discontinued. The wholesale 
firm will continue distribution of 
timing and cleaning machines and 
solutions, watchmakers’ tools and 
various supply items. It will em- 
phasize the importation of dia- 
monds and production and distri- 
bution of mailing pieces, gift 
catalogs and newspaper mats. The 
San Francisco division will con- 
tinue to distribute clock and 
watch parts and materials. 





New Locations 

° East 

Otto Gratz from 35 Colden St. to 
172 Broadway, Newburgh, N. Y. 
Al Sternman, Jeweler from 71 
Pondfield Rd. to 7 Park Place, 
Bronxville, N. Y. 

Joseph DeRoy & Sons, Inc., from 
311 Smithfield St. to 408 Smithfield 
St., Pittsburgh. 

Kennard & Co., Inc., from Ritz- 
Carlton Hotel, 15 Arlington St., to 
Jordan Marsh Co., Inc., 450-472 


_ Washington St., Boston. 


© Midwest 


C. Jansen Jeweler from 217 Har- 
rison St. to 120 W. 3rd St., Daven- 


| port, Iowa. 


Baron’s Jewelers, from 20 N. 
Broadway to SW corner of North 
Broadway and 2nd Ave., Billings, 
Mont. 


® South 


| Sharpton Jewelers, Inc., from 702 


Broad St. to 879 Broad St., Au- 
gusta, Ga. 


_ Best Jewelry Co. from quarters in 





Vance Drug Store to Bankhead- 
Long Building, Jasper, Ala. 

J. W. Hughes, 104 W. Main St., 
Forest City, N. C. 


© West 
Alexander’s Jewelers, Inc., from 


383 Court St. to Lipman’s Depart- 
ment Store, Salem, Ore. 


Jewel Box from 1211 Fulton St. to 
1239 Fulton St., Fresno, Calif. 

C. Edward Zemp from 413 Pear! 
St., Beaumont, Tex., to 211 Park- 
ingway, Lake Jackson, Tex.; will 
be known as Zemp Jewelers. 

S. Silverberg & Son from 268 E. 
Congress St. to 113 E. Congress 
St., Tucson, Ariz. 

Richter’s Jewelry Co. from 412 
Main St. to 711 Main St., Houston. 


® Midwest 

L. H. Mohilman Jewelers, 309 4th 
St., Logansport, Ind. 
Comay’s Jewelry Co., 
Broadway, Gary, Ind. 
Kay Jewelry Co., Inc., 325 Main 
St., Peoria, IIl. 


® South 


Hausmann Jewelry Co., Inc., 730 
Canal St., New Orleans. 

Citizens Jewelry Co., 195 Mitchell 
St., S.W., Atlanta. 


Inc., 624 





New Ownership 
© East 


Kings of Smithtown, N. Y., sold to 
Samuel Forman, who formerly 
managed Wood’s Smithtown Corp. 
Charles F. Tibbits & Son, Albion, 
N. Y., sold to Philip Passarelli. 


® Midwest 


Palmers Pioneer Jewelry, Roch- 
ester, Mich., sold to Mr. and Mrs. 
Lee Lamereaux. 
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Diamond 
Baguette 
Sapphire Ring 
by bew 


Diamond and 
Sappbire Ring 
by bcw 


K. ‘ie ations 
from iid jewelry 


... OUP specially 


“Ask for Designs and Information 


be 
W 
Bierschenk-Clark-Wiegand, Inc. 


203 S. 12th St., Philadelphia 7 














FOR THE BEST BUYS 


IN 14K WHITE GOLD 








with CRYSLER or 
NAME BRAND MOVEMENTS 


DIAMOND WATCH CASES 


To fit Name Brand Movements 


ond on Our Regular Line of CRYSLER 
Quality Watches including 360° Wind 
AUTOMATICS. 


LOOSE and MOUNTED DIAMONDS 


AVANMLABLE TO RATED JEWELERS ON 3 DAY MEMO. 
——————._ State Price Range Desired. 


CATALOG upon request 
WATCH & 


CRY SLER winrr‘co 


New York 36, N. Y 

















580 Fifth Ave 











Watches Wanted — Any Make or Age 
Highest prices are paid for Antique 


Jewelry, Platinum, Diamonds, Sterling. 


Package kept aside 10 days, subject to 


your approval of our remittance 
Reference Dun & Bradstreet 
ANTIN’S, 114 Baronne. Street 

New Orleans 12. La 
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SOUTHWEST 


Texas Jewelers Association an- 
nual convention and dinner meet- 
ing was held Sept. 1 at the 
Adolphus Hotel, Dallas, Tex. The 
group heard the reports from the 
national convention and legisla- 
tive committees. 


Lorene Passmore recently cele- 
brated her 10th year as manager 
of the costume department of Zale 
Jewelry Co’s. Houston store. 


Showing of a $500,000 collection 
of rare cut diamonds heralded 
the formal opening of Weber's 
jewelry firm at its new location 
at 142 W. Main St., Oklahoma 
City, Okla. on July 8. The collec- 
tion included a perfect 27-carat 
emerald-cut diamond worth $180,- 
000, a green diamond pendant 
valued at $18,000 and a pair of 
sunshine diamond clips worth 
$75,000. 


David A. Shapiro, executive direc- 
tor of the Tola Tumbleweeds, 
salesmen’s organization, recently 
served two weeks’ active reserve 
duty with the armed forces. 


R, B. Raymond, second vice-presi- 
dent of the Texas Watchmakers’ 
Association, and executive editor 
of The Southwestern Watchmaker, 
was awarded a Certified Master 
Watchmaker Certificate by the 
Horological Institute of America. 
Mr. Raymond owns a jewelry store 
in Dallas. 


The Oklahoma City Watchmakers’ | 





Guild recently held its annual 
party for members and their 
wives. 

New locations 
® Southwest 
Anderson Bros., jewelers, from 


1012 Broadway to 13th St. and 
Ave. J, Lubbock, Tex. 

Zemp Jewelry Co., from 413 Pearl 
St., Beaumont, Tex., to 211 Park- 
ingway, Lake Jackson, Tex. 
Richter’s Jewelry Co., from 412 
Main St. to 711 Main St., Hous- 
ton, Tex. 

John Furbach, from 417 Polk St. 
to 904 Polk St., Amarillo, Tex. 





IMPERIAL 


Our heartfelt thanks for 
=i the enthusiastic reception 
mi you gave our line at the 

ry shows in Chicago 

& New York. 


Wise 


“CHIME 
YOUR TIME” with IMPER- 
IAL, the most profitable 
line of Westminster Chime 
Clocks. 


IMPERIAL CLOCK COMPANY 


616 13th St. Highland, lil. 


CONTINUE TO 





IMPERIAL _ IMPERIAL 





HEADQUARTERS 
for Nationally 


Known Lines 


In our own building with Greater 
Facilities for Better Service 





AMITY U S$ TIME ALVIN 
NORELCO SEMCA EVANS 
ARVIN INGRAHAM — ccc, 
Seca ane’ WESTINGHOUSE 

WEST BEND WATERM 
DELTAH SPEIDEL DORMEYER 
RUMPP HAYWARD = OSTER 
SESSIONS REMINGTON _ TRAVELER 

TWILIGHT STAR DIAMOND RINGS 

and Many Others 


Catelog Twice Yearly © Ask for Yours Today 


JOSEPH HAGN COMPANY 
Whelesalers Since 1911 


325 West Medison Street, Chicago 6, Winols 








MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware BELLEEK® China 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 

















Importers of 
a ENGLISH CHINA 


and 
EARTHENWARE 
Steck and Import 


FONDEVILLE & CO., INC. 
149 Sth Ave., New York 10, N.Y. 
AL. 4-0104 


a 














WEDGWOOD 


Bone Chine Dinnerware, Queen's Ware- 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 

JOSIAH WEDGWOOD & SONS, INC. 

24 East 54th Street New York City 


GERMAN 
Battery Movements & Battery Clocks 


Working on 1.5 volt pockes lamp battery 
FOR 1 YEAR 

















U. S. Representatives 


H. EICKMANN & CO. 


1617 E. Santa Clara St. San Jose 27, Calif. 
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JEWELERS 
HIT “PAY-DIRT" 


More than 2000 jewelers in the 
t 35 years, have hit “pay-dirt” 

y calling upon our know-how as 
auctioneers and sales specialists. 


Whether they stayed in business 
or sold out completely, our sales 
methods produced more cash for 
them, (even after all expenses) 
than they ever hoped to get by 
going it alone. 


RETAIL & AUCTION 
SALES or a combination of both 


. . . to raise cash, turn surplus 
stock into cash, promote a Going 
Out Of Business sale, or sell out 
for spot cash. 


MEMBERS OF JEWELERS BOARD OF TRADE 
Write - Wire - Phone Collect 


COLMES & BRILL 


Auctioneers — Sales Specialists 


45 West 45th St., N. Y. 36 JU 6-2334 








RUSH TO Edwin reed u 





<— 


Preve for yourself how our jewelry 
how card window service can 
~ make more sales! Ask for 

¥ FREE TRIAL. Phone, write er 
wire TODAY — 





14 WEST 23 ST..NEW YORK 10 








The Southern Jewelry Travelers 
Association elected the following 
new officers at its annual South- 
ern Jewelry trade show July 21-24 
in Atlanta, Ga.: Herb Lewis of 
Bulova Watch Co., president; Tom 
Bender of Whiting & Blackinton 
Co., executive vice-president; 
Frank Russell, Sr. of Anson, Inc., 
vice-president; and Percy Leyland 
of Castleton China, Inc., secre- 
tary-treasurer. Newly-elected di- 
rectors are: Nat Efronson of 
Lang Jewelry Co., Aaron Ascher 
of Kreisler Manufacturing Corp., 
Walter Schaeffer of J. R. Wood & 
Sons, Fred Steinbrenner of Fried- 
man & Revere, and Herman Mush- 
nick of A. Cohen & Sons Corp. 


Chesloc’s Jewelers, Inc., 3306 Ayr- 
dale Ave., Baltimore, Md., has 
been appointed a dealer in Lenox 
china. 


Melton R. Davis, assistant vice- 
president and manager of 
Schwarzchild Bros., Inc., Rich- 
mond, Va., jewelry firm, has been 
installed as president of the Op- 
timist Club in Richmond. 


The Jewelers’ Security Alliance 
presented policemen Henry Lech- 
ner, Jr., J. Ferrill, and Emile 
Rousseau of Biloxi, Miss., with a 
$100 check. The reward was paid 
to the officers for their participa- 
tion in the arrest and conviction 
of the thief who burglarized the 
Bradley Jewelry Co., in Biloxi, 
last December. 


Al Manch of Field’s Jewelers, 
Inc., Charlotte, N. C. has been 
elected president of the Charlotte 
Jewelers Association. Other offi- 
cers are T. D. Little of Freidman 
Jewelers, vice president and Er- 
nie Azer of Lawson Jewelers, sec- 
retary-treasurer. Frank Taylor of 
Arnold Jewelers is retiring presi- 
dent. 


Frances Shrader has been ap- 
pointed assistant buyer in jewelry 
for Hutzler Bros., Baltimore, Md. 
department store. 


Gleeson Jewelry Co., Louisville, 
Ky., held its annual open house 
July 21 at the store on 606 W. 
Main St. 

















JACK HARRITON 


Designs made to special order 


42 W. 48th St. New York, N. Y. 
Ju 6-0697 




















OPALS 


Manning Opal Corporation 
151 West 46th St., New York 36, N.Y. 


Plaza 7-4725 
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Obituaries 





Edward S. Astley, 86, one-time 
secretary-treasurer of Chas. E. 
Champenois, Newark, N. J. jewel- 
ry manufacturing firm, died July 
21. After his retirement from the 
Newark firm in 1929, he spent 
ruch of his time making private 
appraisals of jewelry and other 
objets d’art. His daughter and 
three granddaughters survive. 


Edward J. Bothwell, 56, section 
chief in the nickel sales depart- 
ment of the International Nickel 
Co., New York, died July 24. He 
was employed by the firm for 42 
years. His wife, a son and two 
daughters survive. 


Charles F. Byrne, vice-president 


of J. P. Byrne & Sons Co., Inc., 
wholesale jewelry firm of Omaha, 
Nebraska, died July 13. 


Jacob M. Chesler, founder of the 
Chesler Jewelry Manufacturing 
Co., Denver, Colo., died July 9. His 
wife, two sons and one grandchild 
survive. 


Ralph Conrad, 53, former jeweler 
of Columbus, Ind., died July 9. His 
wife, three daughters and three 
sisters survive. 


Melvin H. Cordill, 48, jeweler of 
Navasota, Tex., died July 23. 


Lester S. Davidson, 51, owner of 
Klar Bros., Muskogee, Okla., died 
June 24. He also owned stores in 
Biloxi and Gulfport, Miss. He is 
survived by his wife, his mother, 
two brothers and a sister. 
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Ernest Leroy Davis, Sr., retired 
partner and plant superintendent 
of Otis Co., jewelry manufacturer 
of Providence, R. I., died June 22. 


Joseph E. DeWinGaert, 85, former 
wholesale jeweler of Newark, 
N. J., died July 19. 


Mrs. Rose M. Drexnit, 80, wife of 
Wm. F. Drexnit, former Chicago 


watch case manufacturer, died 
recently. 
John J. Graham, 71, owner of 


Graham Bros., retail jewelry store, 
Schenectady, N. Y., died July 12. 


Arthur T. Hoyt, 90, retired jeweler 
and watchmaker of Moravia, N. Y.., 
died June 22. 


Fred J. Kail, 61, jeweler of New 
York, died June 27. 


Walter G. Lauterbach, 68, jeweler 
of Rochester, N. Y., died July 16. 
He was active in Republican poli- 
tics, and for eight years served as 
supervisor of Ireondequoit county. 


George F. Little, 77, senior part- 
ner of George F. Little Manage- 
ment, trade show directors, New 
York, died Aug. 9. He founded 
the organization in 1924 and con- 
ducted gift shows in New York, 
Chicago, Boston, Philadelphia and 
Washington. He also conducted 
lamp, stationery, china and glass 
shows in New York. He was a 
founder and managing director of 
the Eastern Manufacturers and 
Importers Exhibit, Inc., and had 
been treasurer of the National 
Gift and Art Association since 
1923. Surviving are his wife, two 
sons, a sister, and four grand- 
children. 


Werner Loetscher, 75, “dean” of 
the watch dial refinishing and 
manufacturing business on the 
west coast died recently. He is 
survived by two brothers. 


Stanley A. McKeon, 59, died Aug. 
6. He had been associated with 
Stein & Ellbogen Co., Inc., Chi- 
cago wholesale jewelers, for 41 
years as a watch buyer. He was 
past president of the Chicago 
Jewelers Club, and a member of 
the Golden Roosters. 
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Clarence G. Miller, 69, jeweler of 
Colton, Calif., died July 8. 


B. Willis Moyer, 66, retired presi- 
dent of the Non-Retailing Co., 
Lancaster, Pa. wholesale jewelry 
firm, died July 7. 


Prentiss Andrew Rowe, 60, retired 


THE Quality LINE 


BARRASSO & BLASI 
MEN'S 


uwJSEWELRY 


wholesale jeweler of San Fran- | 


cisco, died July 13. 


Richard Seidel, Jr., secretary- | 


treasurer of Richard Seidel, Inc., 
Milwaukee, died July 8. 


Benjamin Daland Shreve, 86, pres- | 
ident of Shreve, Crump & Low Co., 


Inc., Boston, Mass. jewelry firm, 
died July 26. He entered the busi- 
ness 60 years ago as a stock boy. 
He was a member of the Boston 
Jewelers Club. 


Alexander Shayne, 75, vice-presi- 
dent and director of Bulova Watch 
Co.’s research and development 
laboratories, died July 26. Shayne 
was born in Russia in 1881; in 
1907 he came to the U. S. to study 
American methods of oil drilling. 
He worked initially for General 
Electric Co., and then joined 
Sperry Gyroscope Corp., where he 


was instrumental in developing a | 


ship stabilizer for use during 
World War I. He became affiliated 
with Bulova during World War II 
when, as a member of the U. S. 
War Production Board, he was 
assigned to design factories to 
produce precision instruments 
needed by the military. In 1950, 
he was named consulting engineer 
of the Bulova laboratories. 


William Morris Simpson, 52, 
watchmaker and jeweler of Read- 
ing, Ohio, died July 20. 


Harry Sloss, jewelry and ring de- 
signer, and secretary-treasurer of 
the Albert S. Samuels Co. subsid- 
iary in Oakland, Calif., died re- 
cently. He was reputed to have 


been the first person to design | 


ends or “wings” on diamond 
watches. 


| 


| 
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Barnes A. Turner, 53, of Brewer | 


Jewelry Co., Inc., Suffolk, Va., died 
July 25. He is survived by two 
brothers. 
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BARRASSO & BLASI, Inc. 


Newark. N. J 


31 Governor $t 








IMPERIAL 
Chime Your Time 


with 


IMPERIAL ELECTRIC 
WESTMINSTER 


MARS AL 


CHIME CLOCKS 


Order Color Catalog sheets to- 
day 


IMPERIAL CLOCK COMPANY 


616 13th St. Highiand, Ill. 
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BEAUTIFUL ORIENTAL JADE 


The very finest quality jade from the 
fabulous mines of Burma can now be 
had in rich tones of green. 
Old jade, with a soft lustre enhanced 
by the years, has been treated by a 
marvelous technical process to give it 
the deep, mystic green which makes 
jade so valuable .. . but it is far less 
costly than natural color jade. 
Now you can order most sizes of popu- 
lar cabochon ovals, many fancy or 
carved stones, which match in color 
and are reasonably priced—and get 
them quickly. 

ORDER TODAY FROM: 


WALTER S. ARNSTEIN 
1 West 47 Street, New York 
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size rings to fit 
your customers 


NEW 
RING 


SIZER 


ALLOWS SMALL 
INVENTORY 


@Expanding mandrei 
accepts rings from 
sizes 1 to 15. 

@ Upright mandrel en- 
ables easier sizing 
of fings. " 

@No scratching 

No marring. 


@Reducing die with 16 
sizing holes permits 
the greatest range of 
reductions. 


END FOR LITERATURE 


NEW HERMES 
PRODUCTS .CORPORATION 


only 9950 


Time Payments 





19 University Place, N. Y. 3, N.Y 
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OLD MINE DIAMONDS and 
Broken Stones Bought 
Re-cutting for the Trade 


We specialize in stones !/> ct. 
to 2 ct.——all shapes 
You make more profit because 
you buy "DIRECT" 

We ship to you on 
memorandum only! 


“You pay only when you sell." 
BANKING REFERENCES UPON REQUEST. 


JACK BLAUWEISS 





22 W. 48 St. 
@ GOSS S 06S © OHS H466 FHSS 





New York 36, N. Y. 
&eS@ © 





NYE’ Porpoise 
Jaw 
The BEST for 
Watches and Clocks 


WILLIAM F. NYE, INC. 


Refiners of Porpoise Jaw oil 
since 1844 


Mass. 


New Bedford 
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Executive Appointments 








Charles A. Daly, Jr., has been ap- 
pointed manager of general pur- 
chasing of the Radio Corp. of 
America, Camden, N. J. Mr. Daly, 
a resident of Haddonfield, N. J., 
was purchasing agent of the RCA 
Victor Radio and Victrola division 
for the past three years. He suc- 
ceeds James B. Burke, recently 
named director, administrative 
services. 


Phillip A. Sidell has been ap- 
pointed director of engineering 
for the E. Ingraham Co., Bristol, 
Conn. Sidell was manager and 
assistant to the president of the 
Line Material division of McGraw 
Electric Co., Milwaukee, Wis. Pre- 
viously, he held executive engi- 
neering positions with four other 
firms. He is a graduate of the 
University of Illinois. 


Louis R. Ripley has been elected 
president of the newly-formed 
Waltham Precision § Instrument 
Co., Waltham, Mass. Ripley is a 
former assistant to the vice-presi- 
dent of the Pepsi Cola Co., and 
was more recently president of 
Heli Coil Corp. 


Joseph Axler has been elected 
president of the Waltham Watch 
Co. of Delaware, which will con- 
tinue the watchmaking operations 
of the just-divided Waltham 
Watch Co. of Waltham, Mass. 
Axler was president of the 107- 
year-old Mass. firm until Waltham 
stockholders voted approval of the 
plan to separate the company’s 
watchmaking and precision in- 
strument activities into two cor- 


porate entities. 


William J. Shatas has been ap- 
pointed manager of the clock 
sales division of Sessions Clock 
Co., Forestville, Conn. His re- 
sponsibilities will include the 
merchandising and sale of all 
standard clocks, and operation of 
all field offices and field sales ac- 
tivities. 


Nelson A. Emmons of East 
Orange, John F. Thompson Jr. of 





New York and Collister Johnson 
of Peapack, N. J., were elected 
new vice-presidents of Baker & 
Co., Inc., precious metals manu- 
facturing firm of Newark, N. J. 
Baker is part of the group of 
Englehard Industries, worldwide 
refiners and manufacturers of 
platinum, gold and silver. Emmons 
is vice-president of three other 
Englehard companies, and is in 
charge of South American opera- 
tions. Thompson is new head of 
the nuclear department and John- 
son is in charge of petroleum cata- 
lyst sales. 


Edward Lifman has been named 
president of Sovereign Watch Co., 
Inc., recently formed Benrus 
Watch Co. subsidiary which will 
market a new line of popular- 
priced watches. 





Rosen 





Seymour Rosen has been ap- 
pointed vice-president of sales and 
advertising for Zodiac Watch 
Agency. He previously has been 
associated with Flex-Let Corp. and 
with Mautner Co., Inc., producer 
of jewelry displays. 





Dates Set for Observance 
Of Brand Names Week-1958 


Manufacturers of branded prod- 
ucts, advertising agencies and 
media will join forces with the 
nation’s retailers again this year 
to dramatize the advantages of 
brand names to the consumer. 

Brand Names Week-1958 will be 
celebrated April 13-19, and will 
be climaxed by a dinner at New 
York’s Waldorf-Astoria Hotel. 
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COMING EVENTS 


es ae he a 


1-2—Texas RJA convention, Adol- 
phus Hotel, Dallas. 
1-3—California RJA convention, 
Claremont Hotel, Berkeley, Calif. 
1-3—Ohio RJA convention, Nether- 
land Plaza Hotel, Cincinnati. 
1-4—Jewelry & Housewares Show, 
Roney Plaza Hotel, Miami Beach, Fla. 
1-5— The Original Dallas Gift 
Show, Baker Hotel, The Sant Fe 
Gift Mart, The Merchandise Mart, 
Dallas Memorial Auditorium, Dallas. 
1-5—34th Allied Gift & Jewelry 
Show, Hotel Adolphus, Dallas. 
1-5 — Detroit Gift Show, Hotels 
Statler and Sheraton-Cauillac, Detroit. 
8-11—Cleveland Gift Show, Hotel 
Hollenden, Cleveland. 
8-12—Parker House Gift 
Parker House Hotel, Boston. 
9-13 — Boston Gift Show, Hotel 
Statler, Boston. 
14-15—RJA of Missouri convention, 
Governor Hotel, Jefferson City, Mo. 
15-18—Greater Miami Gift, China 
& Jewelry Show, Miami Beach Audi- 
torium, Miami, Fla. 
15-18—Indianapolis Gift Show, Ho- 
tel Claypool, Indianapolis. 
15-18—26th Denver Gift & Jewelry 
Show, Hotel Albany, Denver. 
21-22—-lowa RJA convention, Des 
Moines. 


Show, 


21-23—Michigan Jewelers Associa- 
tion, Pantlind Hotel, Grand Rapids. 

22—-Connecticut RJA convention, 
Waverly Inn, Cheshire, Conn. 

22-25 — Philadelphia Gift Show, 
Benjamin Franklin Hotel, Philadel- 
phia. 

28-29—Indiana Jewelers Associa- 
tion convention and fair, in associ- 
ation with the Watchmakers Asso- 
ciation of Indiana, Claypool Hotel, 
Indianapolis, Ind. 

29-Oct. 1—3rd Phoenix Gift & 
Jewelry Show, Westward Ho Hotel. 
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17—Manufacturing Jewelers & Sil- 
versmiths of America annual conven- 
tion, Sheraton-Biltmore Hotel, Provi- 
dence, R. I. 

26-Nov. 3—United Jewelry Show 
Sheraton Biltmore Hotel, Providence, 
R. I. 
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4-10—Keystone China and Gift 
Show, Waverly Inn, Cheshire, Conn. 

19-24—-New York Lamp Show, 
Hotel New Yorker & New York 
Trade Show Bldg. 

19-24—-New York Home Furnish- 
ing Accessories Show, New York 
Trade Show Bldg. 

26-29—W ashington Gift Show, 
Hotel Willard, Washington, D. C. 





New Enterprises 

© East 

Prince Jewelry & Gift Store, at 
Tannersville, N. Y. 

Stanley E. Szwed, branch store at 
52 Springfield St., Agawam, Mass. 
John E. Rodrigues store, at 236 
Warren Ave., East Providence, 
R. I. 

Irving Ring, Jewelers, Inc., branch 
store at Newark Plaza, Rochester, 
N. Y. 

® Midwest 

Lewis E. Berkbigler, jewelry store 
and watch repair shop at 1211 
Walnut St., Murphysboro, III. 
Rost Jewelry Co., Inc., branch 
store at the Eastgate Shopping 
Center, Indianapolis, Ind. 
Goodman Jewelers, branch store 
at the Eastgate Shopping Center, 
Indianapolis, Ind. 
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* South 

Royal Jewelers, at Main St. and 
Second Ave., Franklin, Va. 

Jewel Box, branch store at 115 W. 
Walnut St., Goldsboro, N. C. The 
new store is one of 60 Jewel Box 
stores located throughout the 
South. 

Franklin Beasley, branch store at 
511 Candler Road, Glenwood Hills, 
Decatur, Ga. 

Gabe B. Weil, new store at Suite 
701, Simons Building, Dallas. 
Carter Jewelers, branch store at 
Morgan Shopping Center, Jack- 
son, Miss. 

Curtis Jewelers, branch store at 
Center and Abram Sts., Arlington, 
Tex. 

Gordon’s Jewelry Co., branch 
store at Southgate Shopping Cen- 
ter, Third and Belz Sts., Memphis. 
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PRESENTS 
A Better Quality Highly Styled 
1-Jewet Pin Lever 
Novelty & Promotional 
Watch Line 
in Attractive Pastels, Pearl, 

Rhinestone & Various 
Colored Stones 
Bangle & Bracelet Models 
Men's Extra thin. 
Round & Square 
© 7 Jewels 
© 17 Jeweled-Lever Watches 
Priced Low to Increase 
Your Sales 
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580 Fifth Ave., New York 36, N. Y 


TEEN-AGE HIT! 


Proven Success 


Patented 
Heavy Weight 
(KEYSTONE) 

HIGH SCHOOL 

FRIENDSHIP RING 


@ Sterling silver 

@ Baked enamel 
colors 

@ Piace for 
engraving 








Sizes 5-9 


ALL HIGH 
SCHOOL COLORS 


A natural for promotion-minded jewelry stores . 
mats, displays and banners ees .3 dozen 
minimum for original order... send for sample. 


GAINSBORO OF BOSTON 
1330B Beacon St. Brookline, Mass. 
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Gold ap FINE POCKET KNIVES 





Men's 
Jewelry 


nol 
Accessories 


THE lEWELRY 8 CUTLERY _MOVELTY cc. 


Through Leading c+ py 
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SALESMAN 


Following in jewelry trade necessary. Fine 
opportunity to sell full line Binoculars, Ba- 
rometers, Clocks for A-] firm. Call on deal- 
ers & jobbers in established territory. Must 
own car & be Cleveland resident. Salary, 
bonus & expenses. Send complete resume, 
noting experience & references in first letter. 
Our salesmen know of this ad. 


Box H 3174, care of 
JEWELERS’ CIRCULAR-KEYSTONE 
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Hamilton Watch Company has an- 
nounced the appointment of three 
new sales representatives. 

Richard H. Hughes has been as- 
signed to the central district with 
headquarters in Peoria. He is a 
graduate of the University of Dela- 
ware. 

James Weidman has also been as- 
signed to the central district but his 
headquarters will be in St. Louis. He 
holds a degree in business administra- 
tion from Dartmouth. 

Joseph C. Woodbury, a veteran of 
11 years experience, will cover part 
of the western territory. Mr. Wood- 
bury attended the University of Utah. 
He will operate out of Salt Lake City. 





(Above) 
James Weidman 


{Above left) 
Richard H. Hughes 


(Left) 
Joseph C. Woodbury 





Aaron Wechter is now representing 
Bridal Ring Co., Inc., 87 Nassau St., 
New York. He will call on retailers 
in the southern states with the com- 
pany’s line of Barel Bridals Matched 
Wedding Ring sets. 


Victor Kimmel is now representing 
the Sheffield Silver Co. in Ohio and 
Michigan. Mr. Kimmel will also 
carry the Farber Brothers Metal- 
craft line. 





Victor Kimmel Richard Haas 


Richard Haas has been appointed 
district sales manager of Autopoint 
Co., a division of Cory Corp. Mr. 
Haas will cover the Los Angeles and 
Southern California territory, selling 
the Autopoint advertising specialty 
items. 





For back-to-school and 
Conictnes Gift Selling! 











Magafl 


the first billfold in the world with 


Sie Maguslii; odin 


PUT THE MAGNAFOLD IN A CUS- 
TOMER’S HANDS and RING UP A 
SALE! First,quality billfold with wafer- 
thin magnets that lock the passcase 
al No snaps, no catches, no strug- 
gling. One-piece construction. 
In Gahana Coach Hide, Eng- 
lish Morocco and Gahna 
Polished Cowhide. Brown, 


black and tan. 
a ill 
HUGO BOSCA COMPANY 
Springfield, Ohio 












Send me more information on the Magnafold 
| Name 
a Address { 
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Mido Plans Ad Campaign 
For Self-Winding Watches 


Do you still wind your watch? 
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you never have to wind a Mido! 
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Mido Watch Co. of America, Inc., 
580 Fifth Ave., New York 36, is plan- 
ning an extensive fall advertising 
campaign to promote its self-winding 
watch lines. 

The campaign is aimed at selling 
the consumer on the advantages of 
owning a self-winding watch, and to 
create incentive for replacing old 
watches. Recently, Mido has been de- 
voting its entire production to self- 
winding movements. 

Ads will appear in several leading 
consumer magazines. Dealer aids are 
being offered to jewelers for tie-in 
support. 


“Master Salesman" Previewers 
Offered With Kreisler Bands 
Leather units for displaying Kreis- 


ler watchbands are offered to dealers 
ordering any three dozen bands. 





The “previewer” for the man’s 


bands (shown above) is bound in 
black leather with a gold-colored satin 
interior; that for the ladies’ bands 
is in gray leather with orchid satin 
interior. Each unit holds three dozen 
bands. 

Further details from Jacques Kreis- 
ler Mfg. Corp., North Bergen, N. J. 
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Toastmaster Announces Big 
Fall Advertising Campaign 


Toastmaster division of McGraw 
Edison Co., Elgin, Ill., has announced 
it will launch the largest ad campaign 
in its history this fall. The firm has 
scheduled 29 ads in leading national 
consumer magazines. 

Also, Toastmaster for the first time 
will run large-scale local newspaper 
advertisements during October, No- 
vember and December in leading 
newspapers throughout the country. 


Ronson Shavers Are Prizes 
On 60 Network Radio, TY shows 


Ronson Corp.’s “66” and “Lady 
Ronson” electric shavers are pres- 
ently being awarded as prizes on some 
60 network and local television and 
radio shows throughout the country. 





The firm’s “Lady Ronson” shavers 
are being promoted continuously as 


prizes on the popular TV show 
“Queen for a Day,” while the “66” 
men’s series appears regularly on the 
companion TV program “King for a 
Day.” Above is a scene from one of 
the “King for a Day” advertisements. 


Hammel, Riglander Releases 
New Manual For Nivafiex Line 


Hammel, Riglander & Co., Inc., has 
released a new manual for Nivafiex 
unbreakable alloy white mainsprings. 
The 24-page booklet lists 184 sizes, 
including both Dennison and Metric 
measurements. It also lists 2100 mod- 
els which these sizes will fit, together 
with the correct number of the main- 
spring listed alongside each model. 

A free copy of the booklet is avail- 
able through material supply houses 
or from Hammel, Riglander & Co., 
Inc., P. O. Box 100, Madison Square 
Station, New York 10, N. Y. 





Craftsman Designs Gift Sets 
For Fall, Christmas Selling 





Craftsman Billfolds, 3873 Fifth 
Ave., New York, is offering a new 
line of leather billfolds with match- 
ing snap-closure keycase in a reusable 
jewelry box, for holiday sales. 

The ladies’ set (top) is in top grain 
cowhide, retails for $10. The men’s 
sets, in cowhide, pinseal] kid, Califor- 
nia bridle or hand-boarded calf, re- 
tail from $10 to $15. Colors match 
currently popular wardrobe tcnes. 


International Stainless Has New 
Mark Il Hollowware Pattern 


International Stainless division of 
International Silver Co., Meriden, 
Conn., has introduced a new stainless 
hollowware pattern called “Mark II.” 

The line will be available to the 
consumer in September. It consists of 
nine items retailing from $5.95 for 
the utility tray to $16.95 for the 18-in. 
footed meat platter with well. Items 
include other sizes of practical trays, 
a gravy boat, relish dish with glass 
liner and a 13-in. double serving dish. 


Lika 


A display holding the nine items is 
available to dealers with an introduc- 
tory purchase. The display marks the 
prices and identifies each item. 


175 








Seth Thomas Clocks Displayed 
On “Decor-Ama” Island Unit 





A new easel-type island display 
unit is available to dealers in Seth 
Thomas clocks. 

Any dealer purchasing $150 worth 
of clocks can have the display for an 
additional $27.50. 

Along with the display Seth Thomas 
gives a free Entree clock which re- 
tails for $32.50. When the dealer sells 
the Entree, he liquidates the cost of 
the unit and pockets an extra $5. 

The unit displays 17 or more clocks. 
Panels can be removed and used as 
hanging wall displays. 

Seth Thomas is a division of General 
Time Corp., Thomaston, Conn. 


Oneida Stainless Introduces 
New Oneidacraft Premier Line 


The stainless division of Oneida 
Ltd. Silversmiths, Oneida, N. Y., has 
introduced a new Oneidacraft Pre- 
mier line, “Vista,” for fall selling. A 
large consumer advertising program 
will support the stainless flatware 
line. 

Vista is a companion pattern to the 
earlier-introduced Shoreline pattern. 
Both have been granted the Good 
Housekeeping seal of approval and 
Parents’ Magazine’s seal of commen- 
dation. 





Counter display cards and a new 
gift carton are available free with 
minimum orders of Vista, which costs 
$7.95 for a six-piece place setting. 
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Rolfs Plans Christmas Ads 
In 65 Sunday Newspapers 


Rolfs, leather accessory manufac- 
turer of West Bend, Wis., has sched- 
uled full-color, full-page ads in 65 
Sunday newspapers before Christ- 
mas. 

Ads will show gift purse accesso- 
ries for women and billfolds for men. 
Side Kick, a combination dresser top 
valet and travel kit for men, will also 
be featured. 

Retailer tie-in aids are available. 


Speidel's New TV Show Gives 
Jeweler Tie-In Opportunities 

Speidel Corp., 70 Ship St., Provi- 
dence, R. I., is sponsoring a nation- 
wide TV show, The Price Is Right. 
Speidel has plans for a series of local 
jewelry store promotions to tie-in 
with the program. Complete informa- 
tion will be released shortly. 

The program will debut Oct. 7 at 
7:30 P.M., Eastern time, on NBC-TV. 


Traub Announces New Program 
For Orange Blossom Rings 





Traub Mfg. Co., Inc., 1934 McGraw 
Ave., Detroit, has announced a new 
selling program for Orange Blossom 
rings, based on the theme, “Diamonds 
as special as love itself . . . diamonds 
from the fabulous Traub collection.” 


To promote the program, Traub 
will break a national advertising 
campaign in Seventeen magazine, 
starting with a two-page spread in 
the October issue, and continuing 
monthly with full-page ads. Backing 
the program will be a complete mer- 
chandising package for the jeweler, 
including an official, numbered cer- 
tificate for each purchaser of an 
Orange Blossom diamond ring or 
matched set, identifying the diamond 
as one from the Traub collection. 
Other dealer aids include special dis- 
plays, mailing pieces, and ad mats. 

The program is rounded out by a 
“Profit-Sharing Ad Plan’’ which 
makes it possible for participating 
stores to earn up to 5% extra profit. 

Picture shows Traub officers and 
salesmen and part of the Traub col- 
lection of diamonds. 





Longines-Wittnauer Enters 
Movie Camera, Projector Field 





A new camera line designed for 
sale through retail jewelers at tradi- 
tional profits has been introduced by 
the Wittnauer Instruments division 
of Longines-Wittnauer Watch Co., 
New York. 

The 91-year-old firm’s 35mm. cam- 
era line will be presented to jewelers 
by a separate sales staff. Outstanding 
feature of the new line is the Cine- 
Twin combination electric - wound 
movie camera and projector. Conver- 
sion for either function is accom- 
plished by means of an attachable-de- 
tachable base. 

Other features offered are the 
“Professional” 35mm. still camera 
with interchangeable lenses and auto- 
matic exposure system, and a kit with 
camera, flash bulbs, film, batteries 
and carrying strap. 

For information, write Wittnauer 
Instruments Division, Longines-Witt- 
nauer Watch Co., Inc., 580 Fifth Ave., 
New York. 


Zippo Offers Lighter Display 
For New Slim-Lighter Models 





Zippo Manufacturing Co., Brad- 
ford, Pa., is offering retailers a semi- 
circular display as a merchandising 
aid for its new chrome Slim-Lighters. 

The display gives 180-degree visi- 
bility, is non-seasonal, and does not 
take up much counter space. It shows 
four lighters, which retail at $6 each. 
Each lighter is gift-wrapped. 
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Holmes & Edwards Introduces 
New Chest for Rhythmic Pattern 






: 


Holmes & Edwards division of In- 
ternational Silver Co. has designed a 
“split-level” walnut chest to contain 
the buffet service for eight or 12 in 
the Rythmic Deep Silver pattern. 

Lower level of the chest has two 
sliding drawers which may be re- 
moved to carry silver to the table. The 
upper level is recessed. 

Lining is of tarnish-resistant Rubi- 
cord material, with red and gray con- 
trasting colors. 


Karlan & Bleicher Announce 
New No. 147 Diamond Setting 


Karlan & Bleicher, Inc., 136 W. 
52nd St., New York, manufacturer 
of rings and ring findings, has a new 
diamond setting called the No. 147. It 
will take diamonds from 1/16 to 1 
carat and is of the “illusion” type, 
which means that it makes the dia- 
mond appear larger than it actu- 
ally is. 


Raimond Offers New Display 
For Silver Serving Pieces 


~ERLING Sik 
Sree Pieces 5 





A new sales aid for the displaying 
of assorted sterling-silver serving 
pieces is available to dealers for the 
cost of the sterling pieces. The dis- 
play can be used on counter or in win- 
dow. From Raimond, Inc., 149 Ex- 
change St., Malden, Mass. 
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Minnesota Mining Has New 
Instore Gift Wrap Designs 


Minnesota Mining and Manufactur- 
ing Co., S7-238, St. Paul 6, Minn., has 
developed a new line of “Sasheen” 
brand instore gift wraps for every- 
day and Christmas use. 

The new prints, pastels, foils and 
high gloss papers are available in 
three roll sizes color-matched to 
“Sasheen” and “Decorette” brand rib- 
bons. 

Both counter and cutter box rolls 
are available in some 20 patterns. 
Roll sizes range from 18-in. to 30-in. 
widths and from 100-ft. to 833-ft. 
lengths. 


Anson Offers Free Stack Trays 
For Display of 1957-1958 Line 


Anson, Inc., 24 Baker St., Provi- 


dence, R. I., manufacturer of men’s 
jewelry, is offering a 12-section dis- 
play tray to aid merchandising of its 
1957-1958 jewelry line. 

Trays are of black plastic with gold 
lettering. They may be stacked for 
convenient storage and handling. 





Trays are given free with purchase 
of Anson units featuring $3.50 and 
$7.50 sets, and with all tie clip and 
cuff link units in the above price 
range. 


Kasper & Esh Offers Display 
For New “Karatemp”™ Rings 





Dealers may display the “Kara- 
temp” line of diamond rings in a new 
unit that is available to them without 
charge from Kaspar & Esh, Inc., 126 


W. 46th St., New York. 

The rings are of 18k white gold, 
and when subjected to the Kara- 
temp process, the manufacturer says 
they become endowed with a hardness 
that makes them superior to 14k in 
wearing qualities. 





Wyler Watch Introduces New 
Self-Winding "Superior" Series 








Wyler Watch Corp., 131 E. 23rd 
St., New York, has introduced a new 
range of self-winding watch models 
called the “Superior” series. 

The 25-jewel movements have some 
40 hours of reserve winding power, 
feature a large 12-ligne incaflex bal- 
ance wheel for extra stability. The 
automatic unit is detachable. Models 
available are steel, gold-filled with 
steel finish, all gold-filled and 14K 
gold. They retail from $87.50 to 
$185.00. 

A national advertising and promo- 
tion campaign will support the intro- 
duction. Point-of-sale displays, pro- 
motional literature and newspaper 
mat ads are available to retailers. 


Gemex Offers Free Display 
For New “Suburbanite" Bands 


Gemex Corp., Union, N. J., has cre- 
ated a new counter display unit to 
support presentation of its “Subur- 
banite” ladies’ expansion watchbands. 

The display features five watch- 
bands—four gold-filled and one stain- 
less—against a suburban-type fashion 
background. 
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The unit is free with purchase of 
the five-band assortment, which re- 
tails at $37.30. Each gold-filled band 
costs $7.95 retail, each stainless band 
costs $5.50. 
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GE Telechron Clocks Are 
Re-priced for Fall Selling 


The makers of General Electric- 
Telechron clocks have announced 
price reductions effective Sept. 1, 
ranging from 50¢ to $7 on 14 models. 


Mele Mfg. Launches Fall Ads 
With New Line of Jewel Cases 


Mele Mfg. Co., Inc., 366 Fifth Ave., 
New York, has announced a series of 
full-page, full-color ads featuring 
jewel cases for men and women. Since 
76.4 per cent of all jewel cases, both 
men’s and women’s, are bought by 
women in the 18- to 35-year-old age 
group, Mele is concentrating on this 
younger woman audience with ads in 
Redbook, Charm, Mademoiselle and 
Seventeen. 

In addition to featuring men’s 
cases in these women’s publications, 
Mele will appeal directly to men with 
two full-color ads in Esquire, and a 
full-page ad in the New York Times 
Magazine. 

To aid retailers, Mele offers news- 
paper mats, glossy prints of each 
jewel case, counter and window dis- 
play cards, nameplates for show case 
use, and publicity releases. 


A. H. Pond Plans Ad Series 
For Fall Keepsake Campaign 


An extensive ad campaign in leading 
consumer magazines, and a complete 
program of sales aids are being pre- 
pared by A. H. Pond Co. to help deal- 
ers’ fall sales of its Keepsake diamond 
rings. 

The magazine ads work for dealers 
by means of a cooperative listing in 
the yellow pages of phone books, in 
which dealers are listed under a 
Keepsake heading. Sales aids include 
motion window displays, display 
cards, newspaper mat ads, movie 
playlets, radio and TV spots, neon 
signs and showcase displays. 

For information, write A. H. Pond 
Co., Syracuse, N. Y., c/o Keepsake. 


Westclox Calendar Watch 
Has “Date Window" Feature 


Westclox Division of General Time 
Corp., La Salle, Ill., has released the 
new “Calendar” watch, which shows 
the date of the month. It is being 
made available to wholesalers and re- 
tailers in time for back-to-school gift 
and other late-summer and fall occa- 
sions. 

Four watches are offered together 
(assortment No. 2920) with a free, 
full-color merchandiser measuring 13 
in. wide by 16% in. high and accent- 
ing the “date window” feature. 

The watch has a gold-color case 
and raised numerals, is shock-resis- 
tant and anti-magnetic. It retails for 
$10.95 plus tax. 
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1881 Rogers Plans Repeat 
Of 1954 Dinnerware Promotion 
1881 Rogers division of Oneida Ltd. 


Silversmiths, Oneida, New York, is 
planning a dinnerware promotion for 
fall, similar to the one held in 1954, 


during which 2 million pieces of din- 


nerware and 2% million pieces of 


Oneida Rogers flatware were sold. 
The promotion will feature a 52- 
piece silverware service for eight in a 
deluxe drawer chest, for $69.95, and 
a 71-piece silverware service for eight 
in a Duncan Phyfe chest, at $99.95. 
Both chest and table are free. And 
with each silverware purchase the 
consumer may buy a 40-piece service 
for eight in the Golden Willow din- 
nerware pattern, for only $1 extra. 


Hamilton Produces New 
Christmas Gift Catalog 





Hamilton Watch Co., Inc., Lancas- 
ter, Pa., has produced a Christmas 
gift catalog called the “Christmas 
Time Star Magazine.” The catalog 
contains editorial matter as well as 
watches and general jewelry items. 
Articles for do-it-yourself decoration 
ideas, package wrapping and holiday 
entertaining are included. 

The “Magazine” offers the jeweler 
a choice of three full-color covers 
and provides him with store imprints 
on front and back. It may be used 
as a self mailer or enclosed in an en- 
velope. 

In quantities of 500 or more, the 
16-page catalog costs 5¢. Also avail- 
able is an eight-psge watch section, 
with editorial mstter, at 2¢ each. 


Reed & Barton Offers 
Three New Dealer Displays 


Reed & Barton Silversmiths, Taun- 
ton, Mass., is offering dealers three 
new flatware displays, at a cost of 
$17.50. 

An “Early Autumn” display hails 
September as the start of the social 
season. The “Favorite for Fall” unit 
shows sterling on a background of 
autumn colors. In the “Christmas” 
display, a gold and white angel 
points to the sterling flatware gifts. 


Croton Watch Releases Two 
New Models For Boys & Girls 
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Croton Watch Co., Inc., 404 Fourth 
Ave., New York, has two new models 
for boys and girls called American 
Champion, retailing at $25. They 
come packaged in a box with a Cam- 
pus-Mood motif. A free countercard 
and mat ad tell the story. 


Elgin American Plans 
$10 Million Expansion 


Elgin American, Inc., Elgin, IIL, 
has increased its product line by 200 
items; it now makes 500 different 
units. The expansion is part of a 10- 
year $10 million overall program. 

To provide this increased produc- 
tion, Elgin American has built a 
plant in Toronto, and is negotiating 
to acquire international branch plants 


in the British Commonwealth, 
Europe, South Africa and Latin 
America. 


A national advertising program in 
magazines, television and radio will 
create Christmas sales demand. Fea- 
tures of the Neo Classic line are new 
shapes, new thinness and hand en- 
graving in Danish modern, French, 
Italian, Oriental and baroque Ameri- 
can motifs. Some of the compacts 
twinkle a tune when opened. Some of 
the automatic floodproof lighters are 
the size of a paper packet of matches. 
All items have the Elginite lifetime 
finish that requires no lacquer coat- 
ing for protection. 


Waterman Pen Introduces 
“Cartridge Control" Model 


The Waterman Pen Co., 551 5th 
Ave., New York, is conducting a 
“Lucky Number Combination Contest” 
to help introduce its new C/C (car- 
tridge control) pen. The new model re- 
sembles a ballpoint pen, except that it 
fills with an unbreakable cartridge of 
real ink. Retail price of the C/C is 
$1.95. 

First prize of the “Lucky Number” 
contest is $1000. Winner must guess 
the combination to a group of num- 
bers the total of which is 45. 
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Forstner Develops New Giftime Novelty Distributors 
Charm Chest Merchandiser Accept Orders on 1957 Catalog 


Giftime, merchandise distributors . 
of 919 Walnut St., Philadelphia 7, LZ ¥ 
Pa., is now accepting orders for its 
new gift items catalog. 

The 24-page illustrated booklet lists 
the prices of more than 130 items 
stocked by Giftime. Items may be 
ordered in any quantity. 

Cost of the catalogs is $37.50 per 
250 catalogs; $57.50 per 500; $85 
per 1000. Cost per 1000 catalogs de- 
creases as orders are _ increased. 
Prices include imprinting retailers’ 
store names on the front of the cata- 
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Forstner, Inc., Irvington, N. J., has 
designed a new “Charm Chest” dis- | 
play and merchandising unit for its | 
charms and charm bracelets lines. | 


The unit shows four trace-link | 
bracelets and 11 individual charms. | 
Storage space is provided for the re- | 
mainder of the assortment, which in- | | by. 
cludes 8 bracelets and 25 charms. | Jet “i / 


The total assortment of 12 bracelets | 342 AT T j E : ms 


and 36 charms, which come in gold- ys 


oe sterling silver, costs $49.50 | | Nd 7 | re: Ly T Ec R e 


The firm is also offering retailers 
a self-contained “Family Bracelet” | . | 
unit for fall selling. It includes three fore. has this, also! 
charm bracelets and a selection of 12 . 
charms in discs, hearts, girl and boy 
silhouettes and boots. Sterling silver 
and 12K gold assortments cost $27 
and $30 keystone, respectively. | 





Fraser's, Inc., Offers 
Six-Piece Steak Knife Set 







Once seen, your customers 
will never settle for any- 
thing else, because there is 
nothing elselike a Beattie! 





i 4 - 
AINA TS 
When pipe-smokers (or gift-givers) ask “to see a ; 
lighter,” they really mean a BEATTIE JET Biggest Consumer 
LIGHTER. It’s designed for enjoying a pipe as it Advertising in 
should be enjoyed...to smoke tobacco—not matches! 

Just show a Beattie-Jet in action—and man, 
you’ve got a quick sale! Held upright, the Beattie 
functions with the conventional flame for cigars and 
cigarettes. When tipped slightly, it creates the 
unique jet flame that aims into the pipe-bowl. 

Many other selling points too: lighting camp- 
fires and fireplaces; as a little “torch” for small 
soldering jobs; for blackening gunsights; for thaw- 
ing out frozen car-locks. 

Fraser’s, Inc., 236 Fifth Ave., New Get set—with the Beattie-Jet ... Start 
York, has a new 6-piece steak knife re gy my gr 
set. Frozen-heat steel blades are in- Lightere ere guaranteed perfect end 
serted into pistol handles of WMF come individually-boxred with this 
Cromagnan steel. The set, boxed, re- NEW 3-LIGHTER DISPLAY! 
tails for $19.95. (Shipped with any 3 lighters you choose) 


Beattie History! 













Retail: from the new, Here's action merchan- 
popular-priced $4.95 dise...with the one and 
model... . to $49.00 only JET-FLAME action! 


Crystal Glass Purchases 
A-Bit, Watch Domes Firm 


Crystal Glass Tube & Cylinder Co., 


7310 S. Chicago Ave., Chicago 19, has Size of display: only 8°x8”. 
acquired the A-Bit Co., former man- Write today for full information and cutalog sheets of the complete line: 


ufacturers of “Protecto” watch domes. BEATTIE JET PRODUCTS,INC. Dept. JC, — 19 East 48th Street, New York 17. 
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Parkside Plastic Develops 
Battery-Run Turntable 


Parkside Plastic Products has de- 
veloped a battery-operated turntable 
unit suitable for displaying radios, 
watches, and other small items. 

A hidden motor turns the 11-in. 
turntable at 5 revolutions per minute, 
and will run for about 1000 hours on 
power supplied by the two flashlight 
batteries. The display has no wires, 
cords or fuses. 

The unit, constructed of red plastic 
and a heavy-gauge metal base, is 
available for $7.95 from Parkside 
Plastic Products, 1054 Parkside Court, 
Ripon, Wis. 















































We are interested in franchising 
only well rated jewelers, who will stock and 
aggressively promote the sale of this outstand- 
ing wedding ring, which has found a ready 
market everywhere. Newspaper mats, mailing 
pieces available. 


Blas King Cone 


79 EAST MADISON STREET 
CHICAGS 2, ILLINOIS 





— Both BRIDE 
The : v ft and GROOM! 
aS ee bore ie i 9 A New Concept in wed- 
: signifies ner \ £ Boe AS yo Pa ding ring designs a4 
os Spirit. &) Ai PS beautifully engraved in 
RAYS | 4 : LADY'S RING 
signify \ 
seers) | \ $45°° 
ost edna cence MAN'S RING 
The 7" \ eget ere 
CROSS Bi. F Secs “6D, $ 5 O 00 
signifies our PATENT : . 
crots to beer | PENDING Keystone 
through life. 
The | Fully acceptable religious symbols. 
CiRCLES @D These beautiful wedding rings fully symbolize 
realy twe levers the religious significance of your sacred 
joined together forever. marriage vows. They have the endorsement 
of religious leaders. 


Watrous Prepares Catalog 
On Weather Instruments Line 


Watrous & Co., Inc., 110 E. 23rd 
St., New York 10, has prepared a 
complete new catalog and price list 
for its line of weather instruments. 
Included in the catalog are photo- 
graphs and descriptions of barome- 
ters, thermometers, hygrometers and 
nautical and scientific instruments. 
The retail price list is attached. 


Columbia Diamond Ring Unveils 
1958 Value Award Series 


Columbia Tru-Fit Diamond Rings, 
division of Axel Bros., Inc., 134-20 
Jamaica Ave., Jamaica 18, N. Y., is 
continuing its Value Award Series in 
1958. Theme of the merchandising 
aid series is “stop-the-shopper”; it 
aids the jeweler in finalizing diamond 
ring sales to those prospective cus- 
tomers who are “just looking.” 

Numerous dealer tie-in aids sup- 
port the series. Included are ads, 

_ ring trays, a special Columbia box, 
| eireulars, tent cards and diamond 
certificates. 

Columbia is also offering a new 
| major window display with two in- 
terchangeable motifs for fall and 
Christmas. Formula D.I., Columbia 
selling technique, will be continued. 


Fall Heirloom Sterling Program 
Features Two Special Services 











| Heirloom Sterling division of 
| Oneida Ltd. Silversmiths, Oneida, 
N. Y., is offering free deluxe chests 
with the purchase of dinner-for-four 
and dinner-for-eight services, as part 
of a special fall promotion. 


In addition, a free tray and buffet 
pad combination will be given with 
purchase of a dinner-for-four service 
in the new Flower Lane pattern. The 
chests are valued at $12.50 and $25, 
the tray and buffet pad at $15. 

Heirloom has also designed five new 
counter-window displays for dealers. 
They are aimed at the fall, Thanks- 
giving, Christmas and Valentine’s 
Day selling seasons. Orders may be 
placed immediately. 
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Mile-O-Graph Offers Display 
For Pocket Mileage Measurer 








Mile-O-Graph, Inc., 117 Liberty St., 
New York 6, manufacturer of the 
Mile-O-Graph patented pocket-size 
mileage measure, is offering dealers 
a counter display. 

Unit consists of 24 instruments (18 
road measures and 6 nautical ones) 
at a cost of $27.50. Each Mile-O- 
Graph is gift-boxed, retails for $1.95. 

An increased marketing and adver- 
tising campaign will promote the in- 
struments during the 1957-’58 season. 
Ads will appear in leading consumer 
magazines and large daily news- 
papers. 


Sheaffer Announces Winners 
Of Window Display Contests 


Sheaffer Pen Co., Fort Madison, 
Iowa, has awarded $1,950 in prize 
money to 216 of its dealers through- 
out the nation who participated in 
the firm’s spring window display con- 
test. 

The awards were given for the best 
designed window displays featuring 
Sheaffer products between Jan. 1- 
June 1. Dealers were required to sub- 
mit photographs of their window dis- 
plays with their entry blanks. 


Fasold Jewelry of Gulfport, Miss., 
was one of three second prize winners. 
The firm received $50. 


Third prize winners, each of whom 
received $25, were Gormans, Inc., 
Kansas City, Kan.; H. Post & Sons 
of Decatur, Ill., and Altemueller 
Jewelry of Washington, Mo. 


Enicar Watch Crosses Atlantic 
On Hull of Mayflower Il 


An Enicar Sherpas 600 water- 
proof watch, manufactured by Enicar 
Watch Corp., New York, recently 
made the 64-day voyage across the 
Atlantic with the Mayflower II— 
under water. 

The watch was placed in a wire 
cage and attached to the hull at 
Plymouth, England. When removed 
65 days later when the ship docked 
at Plymouth, Mass., the watch re- 
portedly still ran accurately. 


JEWELERS’ CIRCULAR-KEYSTONE, SEPTEMBER 1957 











Feature Ring Offers Dealers 
Mirror Motion Window Display 


Feature Ring Co., Inc., 130 W. 46th 
St.. New York, has designed a new 
window display to promote its Fea- 
ture Lock diamond engagement and 
wedding rings. 


A bride and groom doll set “dances” 
on a revolving platform. Lights re- 
flected from a panelled mirror back- 
ground add to the effect. The display 
measures 20 in. high, 19% in. wide 
and 12 in. deep. 

Orders should be made from Fea- 


ture Lock wholesalers or from the 
Feature Ring offices. 
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The principles of cleaning by 


Springs, jewels, pivots—and finger- 
nails!—cleaned by frequencies of up 
to one million vibrations per second 


Part Il 








VlttReev wNIics 


® ULTRASONIC CLEANING MACHINES send their 
energy through liquid. If permitted to run dry 
they quickly overheat and become damaged. But in 
sending their energetic vibrations through liquid, 
some advantages result. The vibrations penetrate 
most solids. For example, should a tank of liquid 
be subjected to these vibrations and another, 
smaller container of liquid be immersed in the 
first, the vibrations would penetrate into the 
smaller container and cavitate (or energize) the 
liquid in it, as well as in the larger one, without 
appreciable loss of energy. Thus with a unit with 
but one container, it is possible to immerse many 
sub-containers filled with different solutions in 
successive cleaning actions. 

For example, suppose an ultrasonic unit is 
used with only one transducer-container. Let us 
say that this “tank” measures 8 inches wide, 4 
inches deep and 4 inches high. About 2 inches of 
water is placed in this tank. It is possible then 
to immerse three Pyrex beakers in this tank, each 
measuring 214 inches in diameter and 3 inches 
high, each suitably labeled with the solution it 
holds. For instance, one can be filled with a #1 
cleansing fluid and the other two jars with rins- 
ing liquids. Should an additional rinse be desired, 
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a fourth beaker can be immersed in the tank after 
removing one already used. The transduction 
and cavitation will travel through the beakers 
and cavitate their liquids, cleansing or rinsing 
parts in them. 

By rinsing, it is meant that a secondary solu- 
tion will mix with the cleansing fluid still clinging 
to the parts and neutralize the liquid, making 
subsequent drying easier. Figure 5 shows a cover 
plate accommodating two beakers in a trans- 
ducer-tank of an ultrasonic unit. With smaller 
beakers or polyethylene jars, this will permit 
three containers. Some machines designed ex- 
pressly for cleaning watch parts have separate 
transducer cans such as the C. & E. Marshall unit 
shown in Figure 6. 


WATCHMAKERS ARE ACCUSTOMED to placing 
their watch parts in a mesh basket. Ultrasonic 
vibrations seem to penetrate solid matter much 
better than they do wire mesh or woven material. 
Units using a million vibrations a second permit 
greater penetration of their energy through the 
wire mesh than the lower vibration units, but 
some loss is noted nevertheless. 

Figures 7A-B-C-D show the dampening effect 
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of ultrasonic cleaning vibrations focused through 
screens of various weaves. Dirt was placed on 

a block of clear plastic and immersed in the ultra- 
sonic transducer tank made of glass for this 
experiment for better observation and photog- 
raphy. In Figure 7A, a wire screen of 14-inch 
openings was placed between the plastic block 
and the transducer. The result is shown as being ! 
quite efficient with the wide screen and having 
little effect upon the cavitation, the dirt literally 
being exploded from the surface of the plastic 
block. In Figure 7B, the screen is 44-inch and 

the effect now shows some dampening. In 7C an 
8-mesh (14-inch openings) was placed in position 

and the effect shows a loss of efficiency. In 7D, 
20-mesh or window screen was used, and this 
displays an even greater loss of cavitation. If a 
cotton handkerchief is stretched on a dolly and 
placed in the same position as the wire screen, 

the dampening effect and loss is greatest. This 

is shown in Figure 8. 





' Fig. 5. Showing how an ultrasonic unit with a large 

Figure 9 shows the same experiment but with transducer tank may be used to hold two or more con- 
a sheet of stainless steel, .005 inches (0.125 tainers with cleaning and rinsing solutions. Here a 
m/m), placed between the transducer position ' cover plate is made to hold two large beakers. (Photo 

. : by Branson Ultrasonic Corp.) 

and the soiled plastic block. Note that the action 
is violent and very efficient. The same efficiency . 
can be achieved by using glass or Pyrex, plastic, SEBS ee Ee Ce ea ee EY. 
polyethylene or aluminum foil. From these trials 
it is then possible to design special watch parts 
containers made either of aluminum, polyethyl- 
ene, glass, stainless steel or a combination of 
these. Where the transducers are placed at the 
side of the “tank,” a thin stainless-steel sheet wall ! 
and a mesh-bottomed basket would work well. ! 
Where the transducers are placed at the bottom . 
of the tank and are focused upwards, as most are, ! 
the basket could have a coned stainless-steel bot- : 
tom and mesh sides so that the removed filth may ? 
gravitete outward and down through the mesh , 
sides. In this manner the parts will still receive 
the full charge of the cavitation effect. Such 
baskets may take the shapes shown in Figure 10. 





ULTRASONIC MACHINES come in various designs 
and are engineered to emit from 20,000 vibra- 
tions a minute to well over a million a second. 
To clean watch parts there are such machines 
engineered whose frequencies run from the 30 
ke range and there are two machines expressly 
designed for watchmaker use that employ 1 
megacycle. There are pros and cons regarding 
the choice of frequencies in these units. In plain 
language, it is claimed that by using the lower 
frequeucies you get more energy with less elec- 
tricity, while the higher frequencies require more 
wattage to obtain the same energy charge 
through the liquid. The chart in Figure 11 shows 





Fig. 6. An ultrasonic unit expressly made for the 
watch repairer containing transducers for cleaning and 
rinsing and drying compartments. (Photo by C. & E. 
Marshall Co.) 


lee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee 
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Figure 7A 
CLEANING BY ULTRASONICS (continued) 


the effective transducer area that can be driven 
by 1 kw of power at various frequencies. Note 
the sharp decline above 100 kc. 

However, it is claimed that the higher fre- 
quencies are more desirable where deep, blind 
recesses must be cleaned. Clogged hypodermic 
needles, for example, are cleaned better and more 
guickly with the higher frequency units. This 
is mainly because the higher the frequencies, 
the. straighter - and -narrower: the . wave, so: that 
ail of the energy travels along a thin, straight 
path. This, though, is offset by the loss in area 
which will be cleaned. Another good point in 
favor of the higher frequencies is that they are 
practicaily silent, even more so than conventional! 
mechanical cleaners. | 

Machines of lower frequencies, between 30 and 
40 ke’s, cause “sub-harmonics,” resembling a 
metallic, bee-like buzz. (This is caused by vibra- 
tions of the sides of the transducer tank.) I have 
not found this noise objectionable and have even 
turned it to advantage when determining the 
peak efficiency spot when tuning the unit. Some 
units which have low frequency ranges, close to 
the human audible range (around 20,000 vibra- 
tions or 20 kc), emit noises which some indi- 
viduals might consider intolerable. 


MAKERS OF UNITS using 1 meg. claim that the 
higher frequencies are mechanically safer be- 
cause they cause no molecular breakdown of the 


184 


























Figure 7B 


materials being cleaned. They claim that the 
energetic transducer cavitation of lower fre- 
quencies may cause structural injury to delicate 
watch parts. This theory may be likened to the 
opera singer who can shutter champagne glasses 
with his voice. This latter feat is possible by 
producing vibrations sympathetic to those of the 
glass, or matching the natural period of vibra- 
tion of the glass, causing it to vibrate at a greater 
amplitude than its.resiliency will allow. In clean- 
ing dozens of watches with machines of both low 
and high frequencies and inspecting hair- 
springs, jewels, pivots, wheel teeth and springs 
under powerful microscopic magnification, no 
damage or structural change was observed other 
than a change due to chemical or washing action. 


ANOTHER QUESTION FREQUENTLY ASKED 18 
whether there are any health hazards or personal 
discomforts associated with use of these devices. 
I have not read any special report on this phase 
of ultrasonic use and thus I can only mention my 
own experience and the experiences of others who 
have worked with these devices for years. Vola- 
tile chemicals such as concentrated ammonia, 
benzol, carbon tetrachloride, naphthas and tri- 
chlorethylene do vaporize more rapidly under 
cavitation than when they are used in mechanical 
cleaning machines. Continued exposure to these 
fumes is to be strictly avoided. In industrial 
plants, where ultrasonics require the use of these: 
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Figure 7C 





Figure 7D 


chemicals, adequate ventilation is provided of 
necessity. 

For the watchmaker, covering the container 
with a clean plastic, glass or metal cover will 
minimize the hazard from fumes, although it is 
still a good idea to avoid continued exposure to 
these fumes. 

Because of the strong action of ultrasonics, 
there is no doubt that mild, non-toxic cleansing 
and rinsing solutions will evolve with the adop- 
tion of these devices. I have tried formulas of 
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In this series of photographs, 





er various types of wire screens were 









placed around the part to be cleaned 


as a sort of barrier between the 


oe transducer and the soiled plastic 


4g ae object to be cleaned. The effect of 
| screens of various meshes is shown 
here as photographed through a 
glass, water-filled tank. A clear 
plastic block was purposely soiled 


for this experiment. 


Fig. 7A. Showing the effect of cav- 


Se aR 


3 & Bee RB BS 


itation through a screen with % 


inch openings. 


Fig. 7B. A diminished efficiency is 
noted when a screen with % inch 


opening was used. 


Fig. 7C. Still greater loss is shown 
when an eighth-inch screen was: 


used. 


Fig. 7D. When window screen was 
used, only a slight part of the ul- 


trasonic energy was utilizc4. 


innocuous liquids with good results, and will 
report them in detail later. 

As for the effect of ultrasonics on the user, 
the general experience is satisfactory with some 
exceptions. If you immerse your fingers in any 
type liquid in the transducer tank during cavita- 
tion, what happens? In the lower frequencies, 
under 90 ke, a warm, tingling sensation is felt. 
If the fingers are held so that their sides touch 
each other, you feel as if you were holding an 
electric therapy buzzer or as if the circulation 
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Figure 8 Frequency kilocycles/sec 


} Figure 11 


Fig. 8. When a cotton cloth was placed on a dolly 
and situated between the transducer and the 
soiled, clear plastic, a great reduction in energy 
was noted as shown above. 


Fig. 9. In this photograph, a solid sheet of stain- 
less steel, .005 in., was placed between the trans- 
ducer and the soiled, clear plastic block. There 
was no loss in energy through this solid metal 
sheet. 

Photos 7-9 by Branson Ultrasonics Corp. 


Fig. 10. Suggested forms of watch parts baskets 
when transducer is situated horizontally (left) 
and when transducer is at bottom (right). Coned 
bottom permits loosener dirt to gravitate out 
of screened sides. 


Fig. 11. Effective transducer area that can be 
driven by 1 kw rf power at various frequencies. 
The curve is from actual commercial units having 
unenclosed barium titanate transducers. 


were starting again after your fingers had been 
“falling asleep.” About 15 seconds is all one can 


Figure 9 
take of this. Incidentally, it cleans the finger- 
CARI AER ee aE a et te eee eee nails better than any manicurist can. 
6 A liquid transduced at 1 meg. feels very hot to 
Figure 10 


the fingers, although it may only be luke warm. 

Specific caution is given against unnecessary 
immersion of the fingers in an ultrasonic bath, 
especially since the higher range is much akin to 
short-wave diathermy, and prolonged immersion 
may have an injurious effect on the bones of the 
fingers. However, don’t worry about over- 
exposure because natural reflex action will cause 
removal of the fingers before any injury can 
result. Units of all types have been in use for 
some years, and for the most part no bad effects 
have been noted except upon people with unusual 
allergies. 


In the following installments, actual cleaning experiences with 
various machines and solutions will be reported upon. 
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NOW, BOTH TAPE AND DRUM MODELS 
SO, TAKE YOUR CHOICE 






INSTANT 
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DRUM TYPE WATCHMASTER 
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INSTANT VISIBILITY. You can work on any watch 
movement and observe immediately the slightest change in 
action as each dot in the watch record becomes visible the 
instant it is printed. Saves time and paper, too. 






a 


7 dependable watch analysis. 





Sharp. close. dot records facilitate accurate rating and 
rp L 


Calibrated chart paper preserves records for future refer- 
ence without recourse to gauges or mechanical devices. 


ODD-BEAT watches make straight-line on-time records on 
both drum and tape models. 





ELIMAG PIVOT-MASTER WATCHHOLDER (same for both models) tests cased and 

Eliminates all magnetic eftect Straighten and sed ts i ll iti Mic h 
islets ieeak Gnd te’ 190 ineand pam gy P00 uncased movements in all positions. Microphone snaps out 
at your bench. for testing clocks, watches on customers’ wrists. Hairspring 


vibrator in holder. 


Peas eee Cee OS See SS See eS See ae aS eae ae.« 





§ American Time Products, Inc. 

| 580 Fifth Ave., New York 36, N.Y. 

j Gentlemen: Please arrange a WatchMaster demonstration. 

, ( ) Tape { } Drum. (No obligation of course) 

' Send details on the { )} Elimag ( } Pivot-Master 

§ Name___ “ae ios ead a Cheese 
i 

g Address rae ae sia NE EN ON Aa Le a Ge ON 
I 
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WORKSHOP 
QUESTIONS 
and ANSWERS 


WORN PALLET PINS: Recently a 
customer brought in a china 
clock with a verge and escape 
wheel set on the dial and this 
action can be seen at all times. 
My problem is in the verge or 
pallet pins which are made of 
steel. They are badly worn. I 
have tried in Chicago and in 
New York for a new verge com- 
plete but I am unable to obtain a 
replacement. Can you advise me 
what to do?—G. Krieger, G. K. 
Jewelers, Chicago. 


Answer: It is possible to ob- 
tain agate jewels to replace the 


oy 


— 


\ Wwoaw #TEér 
Pins 


worn steel pins in your Brocot 
escapement, as it is called. Write 
to Sam Greenglass, J. A. Poltock 
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Co., 15 Maiden Lane, New York. 
It is also possible to make them 
out of drill rod. Turn steel rods 
to fit the holes in the anchor very 
tightly. Then file the front faces 
to one half the diameter of the 
pins, as shown in the sketch be- 
low. After that they should be 


hardened and highly polished 
with rouge or diamantine. The 
pins must be set up so that the 
flat faces (if a line were contin- 
ued) would cross the center of 
the escape wheel. It is also pos- 
sible to use the worn steel pins 
by advancing the pins in their 
frames so that an unworn part 
engages the escape teeth. If the 
pins are now loose, it is possible 
to shellac them by using the 
same technique as in securing 
pallet jewels. However, do not 
overheat. The shellac should be 
applied to the back of the an- 
chor. When ordering, always 
state the diameter of the pins in 
millimeters. If, on the other 
hand, you have trouble loosening 
the pins from their sockets, judi- 
cious use of the staking set with 
the proper choice of stumps 
should make the job of advanc- 
ing the pins to a new position 
quite easy. 


* * * 


CARRIAGE CLOCK: I have just fin- 
ished working over what I think 
is referred to as a carriage clock 
which has a cylinder escape- 
ment, and though it looks pretty 
good to me, I would like to know 
how to be sure it is in beat. 
When a watch fork consistently 
stops or hangs on the same 
stone, with just enough power 
to keep the balance moving for 
a few turns, should I regard the 
outer edges of the cylinder as 
pallet stones and act according- 
ly? Or is there something else 
to watch in the cylinder escape- 
ment? Also this movement has 


over a half turn, perhaps as 
much as two thirds, which looks 
O.K. But I’d like to know what 
is right for a clock of this na- 
ture.—Keller & George, Char- 
lottesville, Va. 


Answer: A cylinder move- 
ment is in beat when the beak 
of the escape tooth is about mid- 
way across the lip of the cylin- 
der, either going into it or out 
of it. Then, when the watch is 
wound, it will start of its own 
accord without having to be 
shaken. Another good point is. 
to have the pin sticking out of 
the balance pointing directly to. 
the center of the escapement 
wheel when the power of the 
mainspring is entirely off. Your 
idea of comparing the lifting 
surfaces of both the lvyver and 
cylinder escapements is good. 

A cylinder escapement should 
not have more than one half 
turn. In fact the purpose of the 
horizontal pin is to bank the- 
motion of the balance to a few 
degrees less than a half turn. If 
the balance were permitted to 
turn in a greater arc, the cyl- 
inder would turn too far, the lip: 
of the open cylinder would get 
caught on the edge of the escape: 
tooth and the watch would 
“hang-up.” Most French “car--. 
riage clocks” are mace to run 
eight days. Merely examine: 
whether there is an extra wheel 
between the barrel and center: 
wheel. This will multiply the- 
train by eight, giving the weekly 
running time. 


* * * 


OMEGA AUTOMATIC: I have been 
reading the Questions and An- 
swers with great interest, and 
now I wonder if you will give- 
me some advice. I have an. 
Omega automatic, 13 ligne, of 
which the customer lost the back 
of the case. My supply house- 
tells me a new one will cost $45. 
This seems to me very high. 
Could you recommend someone 
who might be more reasonable?” 


(Please turn to page 190) 
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telectro RULES THE 


TAPE RECORDER MARKET with 


19 


Mecsure the Mass-Market buyer and you Higher in the West. 


peat LUXURY- STYLED 


Compact and lightweight in smart, 
two-tone luggage-type carrying case 
affixed with the finest appointments. 








RECORDER 
for only 





with deluxe 
microphone, 1 hevr 
reel of tape ond toke- 
vp reel. 





He can afford just so much—and most of 
all he can afford to be ‘choosey’! And that’s 
just why Telectro has designed a tape 
recorder to meet the desires of the mass- 
buyer...at the mass-buyers’ price... with 





oe or ae ee ee a ee ee 


every inch value packed. 










SPEED CONTROL 


Foolproof design provides the 
desired speed at the push 

of a button-—3% ips for up to 
2 hours of recording 

time ...7% ips for 

that added measure of 
fidelity. 


Single control for ‘record’ and ‘play’ | 
makes the Telectro easy enough for | 
a child to operate. 


eee te ome ae aoe ae a owe ee ee ee oe 


Model 1960 


A PRODUCT OF TELECTROSONIC CORPORATION 
35-18 37TH STREET, LONG ISLAND CITY, NEW YORK 
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WORKSHOP (continued) 

While the estimate was for a 
14-K back, the replacement need 
not be of karat gold.—Robert 
Wall, Astoria, L. I., N. Y. 


Answer: Since you live in 
New York, why not go directly 
to the Omega people at 665 
Madison Ave.? Case backs can 
be made by casemakers of 
course, but any good watch- 
maker with a lathe and a bezel 
chuck should be able to make 
one in less than an hour. Brass 
would do well and it could be 
plated. 


OLDEST GRANDFATHER: Will you 
please tell us where and when 
the first grandfather clock was 
made?—Harris Jewelry Store, 
Crystal Springs, Miss. 


Answer: According to the 
British, they made the first tall 
ease clocks. The Dutch claim 
that they did. And some say the 
honor goes to Huygens and 
Fromanteel. However, no long 
case clocks were made before 
the second half of the 17th Cen- 
tury. The need for weight-driven 
clocks to run for eight days 
without the weights getting 
kicked around by children re- 
quired that these weights and 
long pendulums be put into an 
enclosed area. The term “grand- 
father clock” never was applied 
to a clock before the song, My 
Grandfather’s Clock, became 
No. 1 on the 19th Century hit 
parade. 

. * * 


STEEPLE CLOCK: What are the 
possibilities of obtaining an 
electric clock with a _ striking 
mechanism to put in the steeple 
of a chapel? Or of getting an 
electric-hoist motor for lifting 
the weights for the strike and 
time, to put on an old clock so it 
ean be made an electric wind? 
They want to keep the old hands 
and faces and to get something 
that will operate four clock 
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faces. Would it be possible to 
get four separate clocks to be 
mastered by one master clock, 
which could be down on a lower 
floor?—McArthur Jewelers, St. 
George, Utah. 


Answer: The answer to all 
your questions is yes. The clock 
can be electrified by having a 
trip switch activated by the 
weights as they drop to a certain 
level. This will start the motor. 
When the weights reach a cer- 
tain height, the weight trips an- 
other switch and stops the mo- 
tor. One clock will run four or 
more dials by using a planetary 
gearing operating through a 
universal type of joint with level 
gears. This is how it is done in 
ordinary tower clocks. The clock 
movement itself is in a lower 
floor, with a tall shaft running 
up to the tower. Contact Ru- 
dolph S. Lamm of the Howard 
Clock Sales & Service Corp., 182 
W. Broadway, New York. Mr. 
Lamm is an authority on tower 
clocks and has made a specialty 
of doing the things that you 
want done. 


* * * 


VERGE: Please tell us how to 
make and adapt verges to fit the 
brass-movement American-type 
clock.—Meyers Jewelry & Gift 
Shop, Oklahoma City, Okla. 


Answer: The illustration 
shows two types of escapements, 
one in which the verge is 
mounted above the escape wheel 





and the other in which the 
verge, which should really be 
called the anchor, is hung below 
it. Notice that the prongs or 
jaws of the anchor span 814 
teeth or nearly 8 spaces. The 
angle at which the escape teeth 
first make contact with the an- 
chor surface and the point at 
which they drop off cause the 
anchor and rod to swing at least 


six degrees. This type of escape- 
ment is also called the recoil be- 
cause when the teeth first fall 
on the anchor, the overswing of 
the anchor causes the escape 
wheel to back up a little. Stock 
for the pallets can be bought 
from material dealers as an- 
nealed flat steel. This is soft and 
can be filed and bent easily, 
dead-hardened and polished if 
desired. If the pallets of the an- 
chor are mounted in the soft 
state, they can be worked and 
bent while being fitted to the 
clock until the desired escape- 
ment action is achieved, after 
which it is finished. 

It is not necessary to follow 
the spanning of 81% teeth. If 
fewer teeth are spanned, the 
pendulum will swing more wide- 
ly, but it will also require great- 
er power. Spanning more teeth 
will cause the pendulum to 
swing through a shorter arc. It 
is also possible to repair pallets 
which have broken off by hard- 
soldering a strip of steel to the 
broken part and bending it be- 
fore hardening the unit. This re- 
quires some skill. It is also pos- 
sible to obtain these from your 
material jobber or through the 
Swartchild Co. They are listed 
very reasonably in their cata- 
logue. You can also write to 
Henry Sobel, 131 Canal St., New 
York, who may be able to obtain 
them from old clocks. 


* * * 


OLDEST WATCH: We have been 
thinking of running a contest to 
find the oldest watch in our com- 
munity. However we would not 


‘know how to judge the oldest 


watch. Could you tell us just 
how we might go about this ?— 
Fifer & Son, Redmond, Ore. 


Answer: I think your idea is a 
good one. One way of establish- 
ing the age of the oldest watch 
is to submit all entries to the 
scrutiny of an expert. In or near 
your community or near-by in 
Portland are three members of 

(Please turn to page 193) 
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“Our new front has been a tremendous asset in attracting people to our store. 
Increased sales will more than offset the cost of the front,” says Herman Van 
Der Weide, owner, Van Der Weide’s Paint Store, Lansing, Illinois. Pittsburgh 
Products used here include: Prrrco® Store Front Metal, Pittsburgh Polished 
Plate Glass and four Tuse.rre® Doors and Frames. Architect: James McClure 
Turner, Hammond, Indiana. 


“We have had a 27% increase in business since the installation of our 
new front. Also the traffic from the street can see inside the store,” says 
George J. Giovanoni, manager, Paragon Bootery, Bedford, Ind. Pittsburgh 
Store Front Products used here were: Prrrco Store Front Metal, CaAarRARA® 
Structural Glass, Pittsburgh Polished Plate Glass and a TuBetrre® Door 
and Frame. 


% 


‘“‘We are very proud of our new front, and have received 
many compliments on it. We feel that the money it took 
to improve it was well spent,” says Clifford Dolton, 
owner, Dolton Hardware Company, Holdenville, Okla- 
homa. In the modernization, the following Pittsburgh 
Products were used: Prrrco Store Front Metal, CARRARA 
Structural Glass, Polished Plate Glass and Hercu.irre® 
Plate Glass Doors. Architect: Robert D. Stone, A.I.A., 
Oklahoma City, Oklahoma. 
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| Pittsburgh Plate Glass Company | 

| Room 7345, 632 Fort Duquesne Bivd. 

| Pittsburgh 22, Pa. | 

Please send me a FREE copy of your | 

7 store front booklet. 7 

For more information on Pittsburgh Store Fronts and Products, just send in the convenient | } 

coupon. We will be glad to send you sur store front booklet. There is no obligation. | RELOAD a es cds as, BES ’ 

| 

PAINTS + GLASS + CHEMICALS + BRUSHES + PLASTICS + FIBER GLASS | EE EE a A ee ete a re 
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| BETTER GOLD PLATING 
THROUGH RESEARCH 


The Research and Development Department at Spec- 

















tranome is constantly seeking new ways to produce better 
gold plating at lower costs. These skilled technicians have 
solved many unique plating problems and they can be 


put to work for your product. 


Why not call Spectranome on your next plating job? 


Better gold plating will make your product better. 


SPECTRANOME PLATING CO., INC. 
336 W. 13th STREET « N.Y. 14, N.Y. * AL 5-8677 
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HARD-SOLDERING — SINCE 1887 
MADE EASY NOW BOWMAN TECHNICAL SCHOOL! 


A very fine new book of facts about B.T.S. 
and its work: Your Future and Our Scheol, 
tells how you can benefit supremely by «a 
are ~*~ tne and will be mailed you, free: : 
write for it. 

HARD -SOLDERING FLUID Courses in Watchmaking, Engraving and 


Jewelry Repairing. 




















with 





JEWELERS EVERYWHERE SAY IT’S BEST! idneeieer anaes cian ini catiaininadila 
FOR FIFTY YEARS, IT STOOD THE TEST. Wenshenahes tome of EL I. of A. of say Seats 


Mr. Jeweler: You should ac — agen fan. 

. eT ieaitiianes a . men to take this training. We never have 

It also does a fine cleaning job as it removes enetdh eraieses tonmeels the dmmand. The 
tarnish easily; saves you time on both best jobs await Bowman School graduates. 

ing ; Write for free book “Your Future and Our 

eens ee eres. School” which shows how many finest jewelry 

Eurema can be used either with an alcohol businesses have been built on thorough Bow- 

man Training. 


lamp, torch or electric soldering machine. BOWMAN TECHNICAL SCHOOL 


Bowman Building, 
Lancaster, Pa. 





Can be used on solid gold, gold filled, 

silver, brass, steel, etc. Serves as anti- Raa S 

» oe . . . ‘ ‘8 

oxidizer, pickle and hard-soldering svlution. rey 
} h 





Ema Charles Ezra Bowmen, 


+ 51-841 in 3 oz. bottle... 60 cents 
3 bottles for $1.65 





Order from your Jewelers Supply House 


| Courses Approved for Korean and Other Veterans 
HAMMEL, RIGLANDER & CO., INC., NEW YORK 16, N.Y. 
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increase profits by 
Engraving your own Jewelry 


in 

STORE 
SHOP 
FACTORY 






3° 
Special Multi-Grip , 
vise holds articles of 
any shape. Inexpensive ° 
Model CNP-J CNP.) Panto-Engraver @ 
cuts sharp and clean ine 


stainless steel, gold, silver, other metals. . 


FOR THE JEWELRY MANUFACTURER 


The 30-5 Panto-Engraver... 

Cuts medallion, ring and jewelry dies, 
steel stamps or any bas-relief design, as 
well as lettering, name plates, trophies, 
signs, etc. 








7. 

+ 

> 

* 

Model 30-5 . 

. 

°. 

A Full Line e 

of 

Engraving 7 

Equipment x 
and 

Accessories ° 

7 

+ 

Liberal Terms Arranged. - 

Small Monthly Payments. 
* 
Write for complete details and prices. 
TRADE MARK rn tate sttention write e 
to manufacturer below. Ask for nearest 
\ representative. S 





H. P. Preis Engraving Machine Co. 
657 U. $. Highwey 22 Hillside, M. J. 








| 
WATERPROOF 
TESTING 
APPARATUS 


$39.50 


Manufactured by 
Mido Watch Factory 







JULES BOREL & CO. 


1015 Walnut St. Kansas City, Mo 

















ACON WATCH CROWN CO. 
50 Eldridge St., New York 2, N. Y 
Manufacturers of Gold Filled Crowns 
Sold through Wholesalers & Jobbers 











BECKER-HECKMAN COMPANY 





29 East Madison Street, Chicago 3, Illinois 
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WORKSHOP (from page 190) 
the National 
Watch and Clock Collectors— 
Clyde Colvin, Lyle Flaherty, T. 


Sasaki and R. M. Wilcox. If they 


are unavailable, perhaps you can 
have good slides made of the 
watches and send the film to me 


Association of | 


for my appraisal. If you do that, | 


get good clear pictures of all 
hallmarks, names, dials, stamp- 
ings and escapement views, if 
possible. 

* * « 
MAGAZINES: Could you recom- 
mend magazines dealing with 
clock and watch repair other 
than Jewelers’ 


Circular-Key- | 


stone or the American Horolo- | 


gist ? 


Answer: Try the Journal of 
the Horological Institute 
America, Melbourne, Fla.; the 
British Horological Journal, 
226 Latymer Court, Hammer- 
smith, London, and the Journal 
Suisse D’Horologerie de Bijou- 
terie, Lausanne, Switzerland. 


« * * 


ADJUSTING: Could you give me 
the name and address of the 
publisher of the Rules and Prac- 
tices of Adjusting Watches by 
Walter J. Kleinlein? — Theron 


| Sowers, San Jose, Calif. 


Answer: Mr. Kleinlein pub- 
lished this book himself. He has 
passed away but his son may 
have some copies left. Try con- 
tacting him at the Gruen Watch 
Co., Time Hill, Cincinnati 6, 
Ohio. If this is unfruitful, try 


_ Mr. Barny, 258 E. 59th St., New 


York. He always stocks a few. 
e* 2 @ 
ANTIQUES: Can you give us the 


names of one or two books on 
antique clocks or watches?— 


| A. B., New York. 


Answer: American Clocks, 
by Brooks Palmer, Macmillan; 
Watch and Clockmakers of the 
World, by Baille, N.A.G. Press 
Ltd. 


of | 

















SWISS 


UNBREAKABLE 
MAINSPRING 


In Metal Retaining Ring Ready to Slip 
into Barrel. 

Made by the incomparable craftsmen of 
Switzerland. 96 N-DUR-ALL mainsprings 
fit over 2000 popular makes and models of 
regular wind, automatics and chrono- 
graphs. No need to stock more than these 
96 sizes. 

Order from your Newall Jobber. 


1 DRAWER STEEL CABINET 
SYSTEMS WITH INDEX CARDS 


No. M 96 - 96 Regular Wind and Automatics $60.50 
No, M 72 - 72 Regular Wind only......... $48.25 
lf you prefer, these springs can be in- 
serted in your regular Security main- 
spring cabinet as the stock numbers and 
measurements are the same as your 


ASK YOUR NEWALL JOBBER 





Security mainsprings. | 











WATCH REPAIR 


Dependable + Fast * Economical 


Over a Quarter-Century 
of Service 
- 
ches Insured and Safeguarded 
n Holmes-Protected Vaults 
i 
All Work Watchmaster-Tested 
a 
Ask for Price List 
or Send Trial Order 


W at 


Cooper s Watch Repair Co. 


48 West 48th Street. New York 36. N. Y 


Plaza 7-1740 














WATCHWORK-—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 


Dept. C Peoria, i. 
Students may enroll at any time of the yeor 
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GLASSTFIED ADS 


RATES AND REGULATIONS 


Remittance in Advance 


“SITUATION WANTED"—Regular type $2.00 first 25 words; 
tional words, 10 cents per word. Heavy type $7.00; 
tional words 25 cents per word. 


addi- 
addi- 


“HELP WANTED"—"LINES WANTED"—and “SIDE LINES”—Regular type $4.00 
first 25 words; additional words 15 cents per word. Heavy 
type $7.00 first 25 words; additional words 25 cents per 


word. 


ALL OTHER HEADINGS—Regular type $8.00 first 25 words; addi- 
tional words 25 cents per word. Heavy type $12.00 first 25 
words; additional words 30 cents per word. 


® Name, Address, Initials and Abbrevia- 
tions count as words. 

© If answers are to be forwarded, 20 cents 
extra to cover postage must be enclosed. 

® No Agency Commission. 


® Advertising matter addressed to classi- 
fied advertisers will not be delivered. 

® Classified ad form closes 10th of the 
month preceding date of issue. 

® A box number when used in ad counts 
as five words, that is, “Address #13, 
care of J C-K.” 


In answering Box Numbers address envelope “Box —,” care of Jewelers’ 
Circular-Keystone, unless otherwise instructed. In answering ads, do not enclose 


original letters of recommendations. 


JEWELERS’ CIRCULAR-KEYSTONE, CHESTNUT & 56TH STS., PHILADELPHIA 39, PA. 











Situations Wanted 





SALESMAN, retail with special talent for 
making and keeping customers: also 
experienced watchmaker. Address 
"3286," care of JC-K. 





DIAMOND setter; ten years’ experience, 
platinum and gold, seeking to relocate 
in southwest, preferably Arizona. Ad- 
dress “336,” care of JC-K. 





FEMALE, special order and repair clerk; 


thorough experience in routine of 

mounting customers’ and stock dia- 

i ag Address “F., 3262,” care of 
-K. 








MATURE woman wishes to be reinstated 
in jewelry office; wrote orders; stock; 
knowledge typing; Brooklyn resident 
preferrec ; references available. Address 
“B., 3276,” care of JC-K. 








DIAMOND man, thoroughly experienced 
in picking diamonds for rings as well 
as assorting and grading of diamonds; 
excellent background and _ references. 
Address “332,” care of JC-K. 





JANUARY availability: immeasurably 
qualified chain store manager; inter- 
esting details confidential personal in- 
terview. Address “M., 3280," care of 
JC-K 


BOOKKEEPER, F.C., office manager; 15 
years’ experience ; taxes, payroll; heavy 
volume; last six years with jewelry 
manufacturer; $110.00. Address “333,” 
eare of JC-K. 











BOOKKEEPER-Accountant, heavy exten- 


COMPETENT watchmaker, 25 years’ ex- 
perience with leading jewelers; desires 
permanent position southern store; con- 
genial; fine habits: excellent references. 
Address “B., 3130,” care of JC-K. 


JEWELER, 12 years’ experience on 
stamped piatinum, light handmade gold 
specials and some repairing ; wishes po- 
sition; moderate salary. Address “334,” 
care of JC-K. 











DIAMOND assorter and salesman, spe- 
cialist in rounds, baguettes, marquises ; 
expert fitter of pieces; five years’ expe- 
rience, seeks position with reputable 
firm. Address ‘335.” care of JC-K. 





DIAMOND assorter; young woman; many 
years of experience assorting diamonds ; 
filling orders and taking care of stock; 
highest recent references. Address “E., 
3168,” care of JC-K. 





MASTER watchmaker wants position as 
watchmaker in a high class store; 35 
years’ experience; capable on com- 
plicated and better grade watches; fine 
habits: congenial. Address “D., 8,” 
care of JC-K. 





DIAMOND buyer, 33, presently employed 
large importer; seeks better opportu- 
nity, New York City area; good knowl- 
edge sources: supervise department 
BBA merchandising. Address “N., 3282,” 
care of JC-K. 


EXPERT watchmaker, diamond setter, 
jewelry repairman, desires position in 
midwest: must have plenty of work for 
above average salary or will lease de- 











partment. Address “J., 3254,” care of 
JC-K. 

MANAGER, salesman, thoroughly quali- 
fied; 25 years’ experience all phases 


credit jewelry business; executive abil- 
ity; can assume full responsibility: 
location optional. Address “J., 3257,” 
care of JC-K. 





sive experience: highly capable; out- 
standing record; seeking responsible 
position. Address “S.. 3265,” care of 
JC-K. 
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MANAGER retail diamond department: 
30 years’ experience as manager and 
salesman; 20 years with one company ; 
7 another; 5 ag $7,500.00; married ; 
age 49. E. L. Potter, 3541 Warwick 
Bivd., Kansas City, Mo. 





PERSONABLE loose diamond salesman ; 
full time availability New York, Ohio, 
Indiana, Michigan; draw vs. commis- 
sion ; finest reference; middle age: 
ee Address “S., 3284,” care of 





SALESMAN, full time; better jewelry 
gift boxes, trays, displays; New York, 
New England, New Jersey, Pennsyl- 
vania, Philadelphia, Baltimore, Wash- 
~ =~. ical Address “S., 3260,” care 
oO “Kh. 





COUNTERMAN available reputable 
wholesale jewelers; Manhattan or New- 
ark preference; heavy selling experi- 
ence quality diamonds, watches, ster- 
ling, ete.; highest reference; bondable. 
Address “S., 3259.” care of JC-K. 





AMBITIOUS young man, production con- 
trol expediting background; diamond 
mountings; capable personnel super- 
vision ; good speech; personable, desires 
stimulating change; good potential. Ad- 
dress “B., 3281,” care of JC-K. 





MANAGER 30 years’ experience all phases 
credit business; real executive of abil- 
ity, forceful salesman, can handle cred- 
its, promotions buying, advertising ; cul- 
tured, refined, deep south preferred 

Address “‘V., 3183,” care of JC-K. 





SALESMAN: buyer, manager, watch de- 
partment; thorough knowledge mer- 
chandising; desires connection with 
leading store; south preferred ; excellent 
—— Address “B., 3105,” care of 








WATCHMAKER, certified, experienced, 
manage repair department, age 38; de- 
sire permanent position with reliable 
jewelry store interested in oeenty py og 





prefer southwest. Address 
eare of JC-K. 
H.1.A. certified master watchmaker; 


Bowman graduate; desires position in 
first-class store; $100.00 weekly guar- 
antee; experienced all types watches; 
quality workman; married; no bad 
habits; 35 years of age. Address “K., 
3236,” care of JC-K. 





LOS ANGELES; wealth of retail experi- 
ence, managerial; buying; merchandis- 
ing; selling; diamonds, watches, silver- 
ware, jewelry; young prolific sales pro- 
ducer; now employed; consider change 
top independent, chain or department 
store. Telephone DUnkirk 7-2865. 





MANAGER or asst. mer. in finer type of 
jewelry store; experienced in diamonds, 
colored stones; also silver, china and 
glass; change due to death of owner; 
finest of references; salary must be 
over $6,000. Address “W., 3214,” care 
of JC-K. 








FORTY years a retail jeweler; owner- 
employee, watchmaker, jeweler, gemol- 
ogist, salesman; buying, advertising, 
credit and collections, personnel super- 
vision: wants position with a gentile 
firm: highest character, honest, trust- 
worthy: what have you to offer. Ad- 
dress “D., 3217,” care of JC-K. 





MANAGER or assistant, college back- 
ground in retailing; jewelry training, 
credit, and sales pertaining to a live 
promotional credit store; can assume 
complete responsibility or act as right 


hand man to owner; age 31, married 
and family. Address “R., 3285,” care 


of JC-K. 
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MANAGER, assistant, or salesman; 10 
years’ retail credit jewelry background ; 
buying ; merchandising ; displays; sales ; 
every phase of business operation ; tire- 
less worker; ambitious; honest and 
energetic; desires opportunity with 
future; age 34; married; will relocate 
anywhere. Address “A., 3250," care 
of JC-K 





WATCHMAKER with over 35 years of 
experience on high grade and com- 
plicated watches, chronographs, minute 
repeaters, split seconds, perpetual cal- 
endars, chronometers, wheel cutting a 
specialty; desires permanent position 
with high class prominent jeweler ; best 
of references; $120 a week to start. 
Address “P., 3263,” care of JC-K. 


Lines Wanted 





YOUNG, aggressive salesman covering 
upper midwest desires a _ direct 
staple line as a supplement; resume 
and references u request. Ad- 
dress “S., 3242,” care of JC-K. 





SIDE line of findings, gold, sterling silver 
and gold filled; experienced with good 
following; eight years traveling New 
York through to North Carolina. Ad- 
dress “M., 3083,” care of JC-K. 





WELL established salesman now calling 
on wholesalers and jobbers wants lines 
for midwest and southern territory; 
Chicago office. Address “346,” JC-K, 
360 N. Michigan Ave., Chicago 1, III. 





SALESMAN with Chicago office, calling 
on wholesale jewelers, costume and 
premium jobbers; covering the midwest 
and south; open for lines from reliable 
manufacturer or importer. Address “S., 
3166,” care of JC-K. 





EXPANDING West Coast jewelry job- 
ber desires to add one additional 
line; will work your sample line 
twelve months a year on a straight 
commission basis; prepared to 
carry Or guarantee accounts. Ad- 


dress “G., 3225,” care of JC-K. 





TWO well established manufacturers’ rep- 
resentatives, with strong lines, Chicago 
office, calling on jewelry jobbers, mate- 
rial houses in midwest and south, have 
opening for additional line. Address, 
Circular #348, 360 N. Michigan Ave- 
nue, Chicago 1, Illinois. 





ESTABLISHED salesman with large 
following covering metropolitan 
New York and vicinity, and now 
representing well known nationally 
advertised line, desires additional 
lines such as gold filled jewelry, 
charms, findings, leather watch 
straps, watch bands for wholesalers, 
watch material jobbers and watch 
importers. Address “‘A., 3220,” care 
of JC-K. 


Side Lines 








NEW YORK manufacturer over 50 years 
desires several sideline men for finest 
up to date line gold fancy wedding 
rings: commission 10%. Address “A., 
3248,” care of JC-K. 


MANUFACTURER 14 Kt. earrings wants 
salesmen for West Coast, midwest and 
New England states; c as side 
line; commission basis. Address ‘“S., 
3075,” care of JC-K. 





SALESMEN with retail following and 
chain stores, to carry men’s tie sets, 
buckles and religious items; drawing 
against commission. Address “S., 3270,” 
care of JC-K. 





SALESMAN calling on wholesalers in 
midwest for a top-notch gold fraternal 
jewelry line; big re-order business; 
liberal commissions. Address “‘S., 3241,” 
care of JC-K. 





MANUFACTURER, 14Kt. gold men’s line, 
desires salesman for west or midwest; 
side line; to top accounts only ; commis- 
sion basis. Address “K., 3245,” care of 
J 





SALESMEN wanted to sell nationally ad- 
vertised line of jewelry displays; excel- 
lent territories available; top commis- 
sions. Morton Pelzner Displays, 2445 
Taraval St., San Francisco 16, Calif. 








SALESMAN, calling on gift shops and 
jewelry stores, to carry a leading line 
of cotton-filled jewelry boxes and nested 
gift boxes. Address “A., 3258,” care of 
J 





EXPERIENCED salesmen wanted for 
Apex Quadra-Flex watch expansion 
band line: many territories available; 
send complete resume to Apex Acces- 
sories Company, Inc., Greenwich, Conn. 





SALES representative to carry side 
line of costume jewelry of National 
advertised brands in the following 
territory, New York State, West Vir- 
ginia and Ohio. Address “S., 3233,” 


eare of JC-K. 





SALESMAN calling on the retail stores 
to represent outstanding line of ladies’ 
platinum diamond set rings, moderately 
priced ; on commission basis; ready to 
deliver from stock. Address “M., 3237,” 
care of JC-K. 





SALESMAN wanted to sell hand painted 
sterling silver enameled jewelry in the 
midwestern and southern states; 20% 
commission. . A. Hermann Co., 2 
Belmont Place, Melrose Highlands 77, 
Mass. 





SIDELINE salesmen wanted to carry fast 
selling ladies’ and gents’ rings; estab- 
lished territory with excellent oppor- 
tunity, high commissions, correspon- 
dence confidential. Address “331,’’ care 
of JC-K 


— 


SALESMAN calling on jobbers in Chi- 
cago and midwest area; fine follow- 
ing, young, aggressive, ten years’ 
experience, has opening for g 
side line. Address **347,”’ JC-K, 360 
North Michigan Avenue, Chicago 1, 
Illinois. 








MANUFACTURER of unusual 14Kt 
charms; desires top flight men with 
retail following metropolitan New 
York not open; send complete 
resume and references in first let- 
ter; N. J. Jewelry Mfg. Co., Inc., 
15 West 47th St., New York 36, 





SALESMEN for fine watch line, retails 
from $71.50 calling on quality jew- 
eler; protected territories available; 
draw against commission; only 
those with excellent references need 
apply; complete information first 
oe Address “F., 2680,” care of 
J 





ENERGETIC salesman calling on bet- 
ter jewelers in Texas, wanted to 
handle Ernest Borel watch line; 
must carry non-conflicting high 
quality line; straight commission; 
only salesmen interested in per- 
manent connection with our com- 
pany should apply. Write full de- 
tails about your past experience 
and present occupational status to 
Robert Bollier, Sales Manager, 
Borel Watch Company, 1008 Wal- 
nut, Kansas City 6, Missouri. 








Help Wanted 





WANTED: A-l1 jeweler who can repair 
es a stones. Address “V., 1461,” care 
o -K. 





WANTED, two A-1 watchmakers; per- 
centage basis only. Address “T., 1460,” 
care of JC-K. 





TWO, 2, salesmen experienced, southwest 
and southern territory for 14Kt. antique 
reproduction line, references. Address 
“S., 3229,” care of JC-K. 





WATCHMAKER:;: permanent position in 
a fine store established 44 years: for a 
well trained, experienced watchmaker. 
Searles & Co., Newport, Vt. 





SALESMAN to cover the middle west 
with manufacturer’s nationally 
known line of 14Kt dises, charms 
and bracelets. Address “R., 3278,” 
eare of JC-K. 





SMART line of popular priced genuine 
semiprecious nugget costume jewelry, 
several territories open for men who 
— Address “L., 3290,” care of 





WATCHMAKER: experienced only for 
fine store in Indiana; state qualifica- 
tions; references and salary expected 
in first letter; permanent; apply at 
once. Powers Jeweler, Rockport, Ind. 





JEWELERS with from ten to fifteen 
years’ experience and capable of super- 
vising a shop of a few people: write in 
detail, married or single, experience 
and where in the past employed. Ad- 
dress “S., 3247,” care of JC-K 





MANUFACTURER sterling silver jewelry 
novelties desires man to take over es- 
tablished route from Maine to Virginia 
of retired salesman; commission basis. 
Address “K., 3082,” care of JC-K. 





DIAMOND setter for general work in air 
conditioned shop, large retail store: 
paid vacations, permanent year round 
work. Everts Jewelers, 1615 Main 
Street, Dallas, Texas. 





(Continued on page 196) 
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(Continued from page 195) 





WATCH salesman with following among 
wholesalers wanted by importers of fine 
17 jewels popular priced Swiss watches 
with exclusive features. Address “B., 
3264,” care of JC-K 





— ——— — nd 


ENGRAVER for lettering on silverware 
and jewelry; write giving experience 
and references; ideal working condi- 
tions, fine 5th Ave. house, N. Y. ‘ 
Address “T., 3283,’ care of JC-K. 





SALESMAN for Florida, Georgia, Ala- 
bama, Tennessee and Carolina to 
eall on retailers with Manufactur- 
er’s line of 14Kt charms, discs and 
bracelets. Address “R., 3279.” care 
of JC-K. 








TWO experienced salesmen for fine 
watch line to call on quality jewel- 
ers; east coast and midwest terri- 
tories; complete information and 
references first letter. Address “D., 


3232,” care of JC-K. 





PLATINUMSMITH; skilled  experi- 
enced worker to fabricate expensive 
jewelry in platinum or gold from 
artists designs, and general repair; 
Linz Bros., 1608 Main, Dallas, 
Texas. 


—— _ a —_ $$ - — 


SALESMAN, aggressive, wanted to call 
on jobbers, in the southwest territory; 
complete line of ladies’ and gents’ rings 
and religious items; retail $1 to $1.95; 
strictly commission basis. Address “M., 
3227,” care of JC-K. 








SALESPERSON wanted, male or female, 
must have jewelry store experience; 
permanent situation for qualified per- 
son; good working conditions in New 
Jersey, only 50 miles from New York. 
Address “L., 3239," care of JC-K. 








WATCHMAKER, experienced; five day 
week< ideal working conditions in 
Northern Ohio City, permanent job: 

state age, experience, salary expected, 

— a, letter. Address “R., 2165,” care 

oO 


—_—_— —— — — 


COMBINATION jeweler diamond setter, 
watchmaker for shop serving chain of 
jewelry stores in south; must be able 
to furnish excellent references as to 
workmanship and character: state ex- 
perience and salary expected. Address 
“H., 3230," care of JC-K. 


DIAMOND setter all around for a trade 


shop; permanent position with good pay 
for the right party: write past experi- 
ences and where employed: replies 
strictly confidential! Elm City Mfg. 
Jewelers, 865 Chapel St.. New Haven, 


Conn. 


EXPERIENCED man to assist owner in 
fine credit store; top opportunity for 
young man with aspirations to acquire 
ownership; medium city: hour's ride 
from New York; write full details and 
references. Address “P., 3275,” care of 
JC-K. 


——__- - ——_——_ - —— ~ ~ 


SALESMEN wanted by established manu- 
facturer of fine gold, sterling and gold 
filled charms, bracelets, earrings, 
brooches, tie clips, cuff links, etc.:; 
write full particulars: all information 
held confidential. Address “C., 3028,” 
eare of JC-K. 
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OFFICE manager, excellent oppor- 
tunity with watch importer; experi- 
enced; supervise production and 
office procedure; inventory control; 
corr pondence; billing; full infor- 
mation and references first letter; 
replies confidential. Address “F., 


2837.”’ care of JC-K. 








SALESMEN—well known New York 
manufacturer of platinum - gold 
rings; watches and attachments; 
both mounted and unmounted; 
seeking experienced  representa- 
tives; territory open; all correspon- 
dence confidential. Address “M., 
3017,” care of JC-K. 





STERLING line flat and hollowware 
available; Chicago and surrounding 
territory established trade; excep- 
tional opportunity for right man; 
one carrying non-conflicting lines 
considered; strictly commission; all 
replies confidential. Address “M., 
3273,” care of JC-K. 











WANTED Al watchmaker, permanent 
position, air condition store, un- 
questionable reference as to your 
honesty; we are practical watch- 
makers, know how to appreciate 
good clean work; who also could 
take care of store while owner 
would be absent. Location state of 
Ohio; no floaters please. Address 


“S., 3243,” care of JC-K. 





WONDERFUL opportunity for man 
covering retail jewelers and depart- 
ment store with non-conflicting 
line; will represent a ladies’ and 
gents’ stone rings, cultured pearl 


rings, zircon rings and wedding 
rings; liberal commission plus 
bonus; state experience, territory 


covered and line now carried. Ad- 


dress “R., 3267,” care of JC-K. 





WATCHMAKER, experienced = on 
Patek Phillippe, Chronometers, all 
high grade watches, make parts 
when necessary; nationally known, 
ethical firm, good working condi- 
tions; air conditioning, profit shar- 
ing and pension plans; forty hours, 
5 day week. Linz Bros., 1608 Main. 
Dallas, Texas. 


SILVER plated hollowware, short, easy 
to handle well established promotional! 
side line, wants manufacturer’s agents 
or salesman for west coast territory: 
very good tea sets; volume possibilities: 
commission basis: all inquiries will be 
acknowledged : no objection other lines: 
write particulars. Address “F., 3202,” 
care of JIC-K. 


—_-_- a —E 


JEWELER, repair and light manufactur- 
ing: excellent position open for a well 
qualified and experienced costume and 
novelty repair jeweler with some light 
goldsmith work: 40 hour week, excel- 
lent wages: Pasadena’s oldest and 
largest fine jewelers. Reply to J. Herb- 
ert Hall Company. 420 East Colorado 
Street, Pasadena, Calif. 





SALESMAN, assistant manager, manager 
yes, wanted, an ambitious young man, 
of high character, who desires to make 
the retail jewelry business his perma- 
nent occupation; gemological back- 
ground helpful: opening in Connecti- 
cut; quality store; all information kept 
in strict confidence. Address “M., 3249,” 
care of JC-K. 








| 


| 





JEWELERS 


LEADING manufacturer of promotional 
sterling silver serving pieces and hol- 
lowware wants top notch salesmen for 
Pacific, midwest, Texas territories; only 
experienced men with following among 
jewelers and department stores and liv- 

ge in territory apply; give full par- 
ticulars and references; excellent op- 
ok aed Address “A., 3037,” care of 








GOLD and silversmith; excellent oppor- 
tunity for well qualified individual in 
connection with special design manu- 
facturing as well as work for a dis- 
criminating silver clientele; fine Euro- 
pean training and experience desirable; 
40 hour week, excellent salary; Pasa- 
dena’s oldest and largest fine jewelers. 
Reply to J. Herbert Hall Company, 420 
East Colorado Street, Pasadena, Calif. 











ASSISTANT branch store manager ; 
trainee ; excellent opportunity for young 
man 25-35 years of age preferably with 
watchmaking or other shop experience ; 
Pasadena’s oldest and largest fine 
jewelers have unusual opportunity in 
Pomona branch store; permanent posi- 
tion, good earnings opportunity for en- 
ergetic and sincere young man. Ad- 
dress “H., 3213,” care of JC-K. 





WATCHMAKERS and department man- 
agers; openings in leased watch and 
jewelry repair departments in leading 
department stores throughout country ; 
old established company seeking only 
men interested in permanent positions: 
excellent working conditions; high pay ; 
state age, experience. People’s Watch 
Repair Company, 120 Summit S&t., To- 
ledo, Ohio. 


——E 





WANTED; sales manager by well estab- 
lished jewelry manufacturer of men’s 
jewelry in gold filled, sterling and gold 
plated, or Rhodium; ladies’ jewelry also 
in gold filled and sterling including 
crosses; sold through jobbers; must be 
well known, aggressive, and capable to 
organize a strong sales force; all in- 
formation kept. strictly confidential. 
Address “M., 3256,” care of JC-K. 











SALESMAN following in jewelry trade 
necessary ; fine opportunity to sell full 
line binoculars, barometers, clocks for 
A-1 firm: call on dealers and jobbers 
in established territory; must own car 
and be Cleveland resident; salary, 
bonus and expenses; send complete 
resume, noting experience and refer- 
ences in first letter; our salesmen know 

of this ad. Address “H., 3174,” care of 

J ™" 


WATCHMAKERS: must be top notch, 
dependable, reliable thorough workmen ; 
guaranteed wage $125.00 per week; 
this is not a production job; we insist 
on quality repair; excellent opportuni- 
ties for right party; ideally located in 
suburban shopping center, store is 
eight years old, growing steadily: call 
collect or write immediately. Max Davis" 
Colony Jewelers, 3986 Monroe _ 5t., 
Toledo, Ohio. 


——— ——— 


WATCHMAKERS and estimators, for re- 
pair departments in retail department 
stores: national organization connected 
with one of the largest retail depart- 
ment chains in the country; employee 
discount, group hospitalization plan, ex- 
cellent future for rson with pleasing 
personality and willing to assume re- 
sponsibility; positions opened in the 
east, south, midwest and southwest. 
Address “349,” 360 North Michigan 
Avenue, Chicago 1, Ill. 


STORE manager nationally known well 
rated jewelry chain in middlewest has 
permanent position open for one experi- 
enced in operating a high volume credit 
installment establishment; highest sal- 
ary plus percentage of sales or profit 
with annual contract; transportation 
and moving expense paid; age 25 to 
40: state previous history, enclose re- 
cent photo, state salary desired; replies 
confidential. Address “R., 3271,” care 
of JC-K 
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SALESMEN; nationally known diamond 
ring house adding to our sales organiza- 
tion; have open territories south, cen- 
tral middle west, southwest, and New 
England; men with established retail 
jewelry store following need apply; 
$10,000.00 drawing account against 
commission; give detailed antecedents 
in first letter; our men know of this 
ad; all information kept in strict con- 
cr Address “R., 3240,” care of 








ASSISTANT Manager; an old fine qual- 
ity retail store in New York City area 
has an execeptiona] opening for an am- 
bitious aggressive man experienced in 
selling diamonds and fine jewelry; ex- 
cellent opportunity for advancement; 
applicant must be qualified to handle 
detail and desire to assume responsibil- 
ity; only one who leves the jewelry 
business with its long day and six day 
week should apply; give complete busi- 
ness resume in first reply. Address “W., 
3272,” care of JC-K. 


ee 





MONEY making line for jewelry sales- 
men, retail following; sell patented 
vari-gem gold or stone rings: the only 
stone ring line where retail jeweler 
himself can interchange and securely 
reset a variety of birthstones and onyx 
stones in a vari gem ring in 60 seconds; 
compact line; dynamic sales-producing 
promotion program, excellent commis- 
sion territories open: Illinois, Wisconsin, 
Minnesota, New York State, New Jer- 
sey, Pennsylvania, Maryland, Washing- 
ton, D. C., Virginia, W. Virginia, Texas, 
and Louisiana; protected territories; 
supply references and experience; con- 
fidential. David Pfeffer Co., Inc., 106 
Fulton St., New York, N. Y. 


Ste ena ae am Sem 
For Sale 


Stores, Stecks and Businesses 











EASTERN Ohio modern cash and credit 
store; 100% location; can be had with 
or without inventory and accounts. Ad- 
dress “P., 3209," care of JC-K. 





JEWELRY store in great lakes region, 
large population; old established firm; 
retiring ; excellent opportunity for some- 
one in going business with reliable 
trade. Address “S., 3266," care of JC-K. 





JEWELRY, gift and watch repair store; 
railroad watch inspection: can be 
bought at reasonable price; owner de- 
ceased, reason for selling. Hinds Jewelry, 
123. B& Fifth, Amarillo, Texas. 


nd 





JEWELRY store, south central Illinois; 
same location 47 years; over $30, 
yearly; sacrifice $8,000.00; air-condi- 
tioned; new fixtures. Address “H., 
3246,” care of JC-K. 





store; growing town: 
ideal climate; inventory $9,000.00. re- 
tiring; will cut inventory. A Skierka, 
7530 Lankershim Blivd., No. Hollywood, 
Calif. 


FOR sale, small 


JEWELRY store for top-notch watch- 
maker; plenty watch and jewelry re- 
pair; fully equipped; $6,500.00. “Garry 
Jewelry Store, 225 So. Orange Ave., 
Sarasota, Fla. 











MODERN jewelry store for sale in thriv- 
ing Wisconsin co. seat town; low rent 
a $10,000.00 stock, fixtures, tools and 
supplies, will sacrifice for $7,000.00; 
wish to retire. Address “A., 3224,” care 
of JC-K. 





- —— 


WHOLESALE watch, material and jewel- 
ry house, unusual opportunity to pur- 
chase only business of its kind in an 
area of over 250,000 people: will fur- 
nish complete details in first letter. Ad- 
dress “R., 3244,” care of JC-K. 














RETAIL jewelry store; long established, 
in good location in an industrial city 
of 15,000 in Ohio; low inventory and 
low book accounts good opportunity to 
cash in a Christmas business. Address 
“P., 3269,” care of JC-K. 





ESTABLISHED watchmaking business 
for sale; located center of shopping dis- 
trict in San Diego, California; wonder- 
ful opportunity for watch and clock- 
— Address “W., 3234,” care of 
JTLn-IA. 





JEWELRY store 
the Carolinas; 


im the largest city in 
a real Jewel Box in 
ideal location; wonderful potential; 
long lease at reasonable rent; clean 
stock; wish to retire. Address “C., 
3251,” care of JC-K. 








kL, PASO, Texas, jewelry store and watch 
inspectorship for four railroads; going 
business; low rent; at inventory price. 








Adolph Soltner, Manager, 414 North 
Stanton, El Paso, Texas; phone KE 
2-6622. 
SOUTHERN California store: coastal 


city; 8000 population; stock; fixtures 
approximately $10,000: going business; 
ideal for watchmaker and wife; apart- 
ment included. Address “H., 3252,” care 
of JC-K. 





FOR sale: old reliable profitable estab- 
lished jewelry business in prosperous 
south central Kentucky town; owner 
retiring from active business; favor- 


able property rental agreement. Ad- 
dress “P., 3268,” care of JC-K. 
MODERN jewelry store, in fine New 


England community, hour’s ride from 
New York; opportunity for man with 
proper experience and*small capital in- 
ace Address “P., 3274,” care of 





NORTHERN New Jersey jewelry store; 
established; inventory about $13,600; 
extra good repair business; only jewel- 
ry store in town, excellent location: 
price and terms arranged. Address “P., 
3291,” care of JC-K. 


—E a —— $$ en 





CALIFORNIA bound jewelry store, 20 
years established; I've made mine; am 
retiring; booming city in Los Angeles 


county: complete stock and fixtures: 
see me or write 16704 tell Flower 
Boulevard, Bell Flower, California, 


Ralph Veady, Owner. 





RETAIL credit jewelry store doing over 
% million volume, hio city, air con- 
ditioned 100% location, owner retiring 
reason for selling: this store is a good 
money maker; this is no _ sacrifice. 
Terms to qualified parties. Address “L., 
3226," care of JC-K. 














FOR sale modern jewelry store; only 
store in town of 3500: county seat, 
large trade area in central Dlimois; ex- 
cellent opportunity for watchmaker: 
stock, fixtures, repair material and 
equipment total around $15,000. Ad- 
dress “M., 3228,” care of JC-K. 








RETIRING from engraving and trophy 
business; 30 miles from Providence: 
machine and hand work; good accounts 
established 30 years: also room cot- 
tage, shop building, garage, landscaped 
garden; complete $30,000: must have 
—— Address “L., 3277," care of 
C-K. 


JEWELRY store in Bong Beach, Cali- 
fornia; central location excellent op- 
portunity for watchmaker or jeweler; 
complete stock, safe, fixtures; special- 
izing in watch, clock and jewelry re- 
pairs ; $6,500; will reduce stock if neces- 
sary; must sell due to serious injury; 
ae Post Office Box 1272, Long Beach, 
alif. 








MODERN air conditioned jewelry store 
located in Ohio industrial area; 20° 
miles from Youngstown; will sell en- 
tire business or part interest to any 
experienced young man; this is an ex- 
cellent opportunity to take over an 
established store. Address “P., 3210,” 
care of JC-K. 





JEWELRY store, eastern.. Pennsylvania 
over 20 years same 100% location, 
A. D. T. electric protection, big safe, 
modern fixtures, air conditioned, in 
town of 120,000; net profit about $14,- 
v00 ; can be doubled ; rent $450 monthly ; 
owner wants to retire; $10,000; for 
everything, stock extra. Address “B., 
3288,” care of JC-K. 





FOR sale, fully equipped air conditioned 
credit jewelry store, 100 miles from 
New York, in heavily industrialized 
Pennsylvania city of 75,000; large draw- 
ing area, average yearly sales $50,- 
000, and can be greatly increased; have 
been in ill health for many years, and 
must retire; will consider active man- 
ager partner. Address “P., 3255,” care 
of JC-K. 





FOR sale or lease: furnished 5-room 
house on corner lot; jewelry store and 
large showroom; also 2 large green- 
houses containing 1500 flower bearing 
orchid plants; established business and 
completely equipped; $3,500.00 half 
cash balance 10 years; or buy for cash 
jewelry stock for $5,000.00 and will 
give good lease; finest opportunity for 
watchmaker and wife; owner retiring; 
located in Fresno, Calif. Address “B., 
3253,” care of JC-K. 





JEWELRY store; 50 years one loca- 
tion; leasé $125.00 per month; 
northeast Ohio; half block from 
plant working 24 hours a day em- 
ploying 15,000; will reduce imven- 
tory to $10,000 plus fixtures $2,- 
500; you can make up investment 
during last three months of year; 
good location for pawn business; 
did over $45,000 last year; owner 
has other interests. Address “S.., 
3261.” care of JC-K. 





LOCATION in heart of Montgomery, 
ma downtown section; store 
recently closed due to having an- 
other location in the city; will sell 
all floor and wall fixtures, a Na- 
tional Cash Register installment 
posting register, a five ton Carrier 
air conditioning unit; display and 
office equipment and everything 
else for $3,000, provided you are 
responsible to take over the lease at 
$450.00 a month; no accounts re- 
ceivable or inventory to buy; write 
or telephone Mr. N. Popkin, 78 
Dexter Ave., Montgomery, Alabama. 





WOULD you like to walk imto a tailor 
made cash and credit well established 
jewelry business, located in a very 
prosperous combination industrial and 
agricultural trading area, on a basis of 
your choosing; can be had; 1, fixtures 
and lease only, or 2, fixtures, lease and 
inventory, or 3, fixtures, lease and ac- 
counts, and inventory; fixtures made to 
measure ; you couldn’t duplicate fixtures 
and leasehold improvements, including 
air conditioning, today for $50,009; 
modern high type layout; all new 10 
years ago; in A-1 Main Street location 
with d lease; terms can ar- 
ran ; good reason for selling, owner 
winkes to retire. Address “B., 3238,” 
care of JC-K. 








(Continued on page 198) 
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Business Opportunities 





EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
naabendienns 








GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stock in 
the country; established in 1903; 
for details see our advertisement on 
page 33. 





ANTHONY J. GREGORY, Auctioneer, 
6748 No. Ashland. Br. 4-7303, Chi- 
cago 26, Ill. 

COLMES BROS.; buyers and liquida- 
tors of jewelry stores; Max Colmes, 
18 Tremont St., 333, Boston 8, 
Massachusetts. 








COMPLETE jewelry auction; for fast 
efficient service, call or write col. 
Ed Dean Jewelry Auctioneer, 81% 
Main St., Nashua, N. H. TU 3-3051. 

WE will buy your store for cash or 
through a dignified flat or auction 
sale; wire, write or phone Sam J. 
Markus, 2321 Bayview Lane, North 
Miami, Florida. Plaza 8-4254. 








CONSULT M. Y. Finkelman, 29 E. Madi- 
son, Chicago; since 1923 highest cash 
prices paid for diamonds and all other 
jewelry stocks; call collect Dearborn 
2-3407 ; reference, your bank. 


SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures: high- 
est prices paid; bank and trade refer- 
ences. Write 15 Maiden Lane, New 
York. Telephone Rector 2-6565. 


$e me 











COLMES & BRILL auctioneers, ate 
specialists; 45 West 45th St., N.Y.C., 
over 35 years’ successful retail or 
auction sales for jewelers through- 
out the country; highest references ; 
See our ad page 130. 


= 


SAMUEL ISOW pays highest cash price 
for complete jewelry stores or surplus 
stock; get my offer before selling, it is 
to your advantage; bank and trade ref- 
erences. Write 54 Lispenard St., New 
York. Telephone Canal 6-5233. 


I'M SORRY ; 











call M. & M. first and don’t 
be sorry; we pay top dollar for com- 
plete jewelry stores; quick action, no 
delay: M. & M. Distributors, Inc., 212 
South Campbell Ave., Springfield, Mo. 
Phone 4-7716. 


WILSON SALES SYSTEM, E alin State 
Building, 350 Fifth Ave., New York: 
sale and management specialists since 
1919, over 1500 jewelers have used our 
services: also buy stores for cash; 
write, wire or telephone Longacre 5- 
T3288. 


— _———————— 














A MARTY MIL®™S SALE guarantees 
quick action-casn profits; our service 
costs you nothing; testimonial letters 
from hundreds of jewelers prove the 
cost of each sale is turned into a profit 

' by terrific extra volume of sales profit- 
wise our efforts produce for you; every 
sale is carefully analyzed, planned in 
advance and is under constant supervi- 
sion of our executive staff; you can af- 
ford the best; write, wire, phone Marty 
Miles Sales Inc., 910 N.E. 136th Street, 
Miami, Florida; phone Plaza 1-2885. 


DO you need cash: examine our guar- 
antee sales method of obtaining at 
least 10% above $ for $ for your 
surplus stock, after all sales ex- 
penses; we have accomplished this 
amazing result for over 1000 jewel- 
ers in the last ten years along; their 
thankful letters are in our files for 
your inspection; wire, write or tele- 
phone; Manny Silverman, of Silver- 
man Sales Enterprises, 580 Fifth 
Ave., New York 19, N. Y. Telephone 
PL 7-4693; see page 93 for addi- 


tional details. 








JEWELRY -CHINA -OBJECTS  D’art 
auction service: a professional long 
experienced liquidation firm of 
professional jewelry auctioneers 
operating on strictly a commission 
basis and specializing in complete 
close-outs of stocks and fixtures 
down to the very key in the door; 
every sale managed and conducted 
by Faussett with an able associate 
auctioneer. We hold the record for 
complete liquidation of fine stores 
during the past decade; when repu- 
tation counts we are usually called 
in; an advertiser in this publication 
for the past 40 years; when matters 
cannot be settled by mail or wire 
we will come and see you at our ex- 
pense; America’s foremost jewelry 
auctioneer; Thomas J. Faussett, 


Howell, Michigan. 








Wanted to Purchase 





WANTED: established jewelry store and 
repair shop; New York City or suburbs. 
Address “3287,” care of JC-K. 





STERLING silver flatware and name 
brand watches; highest prices paid: 
reference “J. B. ‘ “Dun and 
oO ho, ” Address “P., 2894,” care of 





SOUVENIR spoons; American, 
with or without enamel; 
quantity and price; prompt 
Edward G. Wilson, Antiques, 1802 
Chestnut St., Phila., d 





WANTED to buy for diversification ; 
profitable business or product line; 
prefer with patent; write: Allen B. 
Gellman, President, Elgin American, 
Inc., 853 Dundee Avenue, Elgin, Illinois. 





SPOT cash for diamonds, watches, new 
or old, miscellaneous jewelry; check 
by return mail subject to your ac- 
ceptance; we have unlimited capital 
for this purpose; established since 
1919; for references, Michigan Ave- 
nue National Bank of Chicago and 
Jewelers Board of Trade. Harry 
Elkins & Company, 59 East Madi- 
son Street, Chicago, Illinois. Ran- 
dolph 6-7390. 





CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s Dept. K, 
108 Beale Ave., Memphis, Tenn. 








ee 
Watch Work, etc., for 


the Trade 











WATCH work for the trade; skilled 
watch repairing; over 20 years; all 
work guaranteed one year. Thomas 
Watch Service, Maxie W. Thomas, 105 
North Washington St., Alexandria, Va. 





HIGH grade watch repairing to the 
trade; all work guaranteed; Watch- 
master tested; prompt service; reason- 
able prices. Gerald Morris, Room 708A, 
35 Maiden Lane, New York 38, N. Y. 





FINEST watch repairing for the trade 
for the past 25 years; all work guar- 
anteed one year; fast service; send for 
newest price list. Watch Service, P. O. 
Box 93, York, Pa. 





——— =» 


LONG ISLAND watchmakers, will pick 
up and deliver; $2.75; special prices to 
importers on service guarantees, pins 
& roskopfs. Howard Simon & Son, Lake 
Ronkonkoma, N. Y. 





BOSTON, Mass.; expert and guaranteed 
watch repairing; Watchmaster tested; 
prompt service; prices on request; mail 
orders invited. David Migdal & Co., 
109-B Summer St. Tel. Hu 2-9547. 





FINE watch repairing for the trade; all 
work guaranteed for 1 year; 3 to 5 
days’ service; Watchmaster tested; rea- 
sonable prices. A. H. Schierer, Watch- 
maker, 101 S. Marion St., Oak Park, Il. 


COMPLICATED watch specialists; fine 
watch repairing to the trade; five day 
service; all watches timed, tested and 
guaranteed : 25 years’ experience. Stu- 
dio Watch Service, 1510-20 East Dela- 
ware Place, Chicago 11, IIL. 











QUALITY jewelry and watch repairing 
skillfully performed; fast, accurate 
service our specialty ; your trial ship- 
ment and inquiry solicited. Oscar 
~ 1. 62 West 47th St., New York, 

o We 








Special Order Work and 
Repairs for the Trade 





BINOCULARS repaired, all makes and 
models; also. telescopes, 
opera glasses, barometers ; 
Bausch & Lomb, Zeiss, Hensoldt, Bush- 
nell dealer. Tele- Optics, 5514 Lawrence, 
Chicago 30. 








To Let 





JEWELRY store Brooklyn;. good loca- 
tion: rent $100.00 with or without 
stock: established 1937; retiring: TR 
§-2242, 50 Clinton St. 





MATERIAL supply, best location on West 
47th St., New York, the jewelry market 
of the world: busiest exchange window 
on street lev el and three cases inside; 
opportunity for responsible experienced 
man; reasonable rent for responsible 
tenant. Kaplan, 52 West 47th St., 
JUdson 2-0350. 
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© With Mixed Emotions... 


Most of you will recall the story of the man 
who said it was “with mixed emotions” that he 
received the news that his mother-in-law had 
driven his new Cadillac over the cliff. 


It is with similar mixed emotions that we this 
month prepare our regular message for this page 
—the last one we shall write. 


Unhappy as we are to forego the pleasure we 
have enjoyed in these monthly contacts with our 
readers, there is a truly bright side to the pic- 
ture: the cause of the change. 


For the past two years we have been playing 
a dual role as editor and manager of JC-K—while 
searching for another editor. It was necessary 
that the new man be well qualified both as thinker 
and writer. He must have the stature of a leader. 
He must be capable of handling his staff of full- 
time, consulting, and contributing editors. Most 
important he must have an intimate knowledge 
of the problems of retail jewelers—AND a sin- 
cere desire to help them. This was a big order. 
There was no room for experiment: the selection 
had to be right. 


The selection has been made and we are sure 
it will prove right. 


We are happy to announce the appointment of 
Donald S. McNeil to the chair of Editor of 
JEWELERS’ CIRCULAR-KEYSTONE—the fourth man 
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to occupy that seat in the past 62 years. 


Don came to us on a full-time consulting basis 
last February. He was available at that time only 
because of the demise of Town Journal of which 
he was managing editor for many years. Because 
that publication’s two million subscribers lived in 
the smaller towns of America, Don had not only 
a group of top-flight editors but also a staff of 
field men working under him, and he had to do a 
lot of traveling. 


An understanding of small-town people was 
not something he had to learn, for he had been 
raised in Utica, N. Y., the son of a retail jeweler. 
His father, William D. McNeil, was one of the 
committee appointed to report to the 1929 
ANRJA convention on the stand the association 
should take toward the “Doyle Plan” for the re- 
organization of the industry. “Bill’’ McNeil was 
later president of ANRJA, and headed up the 
Jewelry Industry Publicity Board, which was the 
predecessor of the present JIC. 


Don assumes his new duties with JC-K at a 
time when a momentous change is taking place 
associationwise in the retail-jewelry trade. And 
it is my pleasure to tell you that he is a crafts- 
man and a leader, with a heart full of under- 
standing and sympathy for the industry. We are 
proud to pass on our editorship to him, confident 
that he will be an inspiration to you all. 


Publisher 


JEWELERS’ CIRCULAR-KEYSTONE, SEPTEMBER 1957 
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Americas finest silverware for children 
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| ‘CC charming baby pictures, that is, 
—each mounted on colorful cards for w:n- 
dow and interior display — 


to help you sell more 
I847 ROGERS BROS 
Juvenile Silverware! 





ot your Approved Wholesale 
Distributor or 1847 Rogers Bros. 
Representative today! He'll help 
you cash in on the big, steady 


FREE with No. 116 Juvenile Merchan- 
dise Unit—(2 each of the 8 best-selling 
items shown above in assorted patterns). 
You get the first card with the merchan- 
dise ... the others will be mailed indi- baby gift market! 
vidually during the next two months so 





that your display is always fresh! TOTAL RETAIL VALUE 


$63.30 Less Reg. Discount 


€ 1847 ROGERS BROS | 


America’s Finest Juvenile Silverplate Made by The International Silver Company, Meriden, Conn. 
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innerware Set for °I> 


GOLO BORDER 


-Piece | 


with 52-pc. silverware service for 8 in anti-tarnish 
drawer chest (blond or mahogany finish) at °69” 


So successful you’ve asked for it again! Now, for the first time in three years, 
you can offer your customers this unbeatable combination at the biggest profit 
ever in a dinnerware promotion... including promotional allowance! 


TREMENDOUS NATIONAL ADVERTISING. New brides... women who 
want to replace their silverware will see ads in September, October and 
November in Living for Young Homemakers, Mademoiselle, Charm, Ebony, 


Modern Romance, True Story. 


QUALITY MERCHANDISE. Gleaming silverplate with forged, serrated 
knife blades in three top-selling patterns. 


AND HERE’S ANOTHER STOPPER! OFFER THIS 71-PIECE SILVERWARE ope 
SERVICE IN MAHOGANY FINISH DUNCAN PHYFE COFFEE TABLE FOR ‘beod 


m $99.95 (worth $124.95) PLUS 40-PIECE DINNERWARE SET FOR $1.00 


RIE BE NO ON ti ae a 


*;RADEMARKS OF ONEIDA LTD.. ONEIDA. N.Y. 


Order now for September - October + November selling 
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